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C ontents Here is a Paint Section 


Trade Winds, by Llew S. Soule That is Worth While 
Along Came Ruth.. 


HIS week’s HARDWARE 
“Letters,” by Saunders Norvell 3 (gen carrics, in addition to 
Safety as a Sales Booster its regular features, eight 
pages that are packed with 
PAINT DEPARTMENT worth-while articles dealing 
with paint. Look over the list 


Johnny Quigley Makes Good as a Salesman ws 
of headings and note their wm- 


Educational Ads Sell Paint to Small House Owners. . an * ie 
portance. There is @ section 


Spray Gun Means More Frequent Painting which is well worth the thought- 
Why Some People DO Buy Paint and Others DO NOT ful consideration of all hard- 
ware merchants who carry 
paint in their stocks. These 
Four Rules to Measure Your Paint Displays......... 5 paint sections appear regularly 
cach month. Look for them. 
You cannot afford to miss any 


Removing Doubt From Stucco and Brick Paint Jobs. 


Coming Hardware Conventions 


Circulation Carries the Store Message, by Guy Hubbart.. of them. 

October 11 Harpware AGE 
will carry a similar section, de- 
voted to toys and sporting 


Independent Merchants Entering a New Era 
Remedy Razz, by C. E. Walkley 


Current News of the Trade goods. 


What They Say About Us 

The writer has been a reader of 
Harpware AGE since its inception, 
and previous to that the “Iron Age,” 


General Market Information 


Hot Off the Nail Keg 








which when he was a kid was the 
Branch Office Representatives of Hardware Age gene aa agel gpdionsa: ab 


EDITORIAL ceaiiies te: 3 ern 
Cmroseo : Fat WITTEN CincINNATI: BURNHAM FINNEY See SUOSCTINEY tC. consider the 
tis Bldg. 408 Union Central Bldg. DWARE AGE one o » be 

PHILADELPHIA: JAMES M. Rose BosToN: G@RARD FRAZAR HAR : f the pest 
1402 Widener Bldg. 425 Park Sq. Bldg. trade papers in existence today and 
PirtsrurGH: G. F. TEGAN MINNEAPOLIS: F. 8S. SMITH : . . ; 
1002 Park Bldg. 4216 Bryant Ave. S. enjoy every issue very much. Your 
OLEVELAND: F. L. PRENTISS WA8sHINGTON: L, W. Morrerr . Dae op 
1362 Hanna Bldg. 536 Investment Bldg. articles appearing under Trade 


ADVERTISING Winds” have been very interesting 


only trade paper which our store 


cme R. R. CRONKHITE Pamseeaeomes Harotp G. BLopcerr to me, indeed. 
. M. ANDREWS 1402 Widener Bldg. Joh . 
1507 Otis Bldg. New Yorx: P. J. a Wishing you all kinds of success, 
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1362 Hanna Bldg. 
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425 Park Sq. Bldg. an 

SUBSCRIPTION PRrice—United States, its possessions, Canada, Mexico, Central America, C. D. Johnson Hdwe. Co., 
South America, Spain, and its colonies. 1 year, $3.00; 2 years, $4.00. Foreign coun- By C. D. Johnson 
tries, not taking domestic rates, 1 year, $6.00. Single copies, 25c. each. Subscription 7 ‘ a 
remittance should be made by Check, Post Office Money Order, Express Money Order Poughkeepsie, N. Y 
or Bank Draft, payable to Harpware AGcg, New York. 

Member of the Audit Bureau of Circulations 

Member of the Associated Business Papers 









































52 . “HARDWARE 





) 
~—] 
ee. 
Ss 
Wyo | 
i - | 
: 
~ 
S a 


You won't find these designs 
copied and offered for sale 
at a fraction of the 
McKinney price. You won't 
have to “hold the bag” 
while John Smith, down 
the street, sells imitations 
for a little less than noth- 
ing plus a good sneeze! 


The reason is, they are un- 
copyable by the customary 
cheap processes. 


The designs have freshness 
and snap. A touch of mod- 
ernism. A feeling for smart- 
ness. If they were dresses 
they would be termed 
“chic”. It 1s a /évely line, with 
ample designs and sufficient 
range in prices to make 
selection a real pleasure. 
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Andirons aren’t the only 
offering. There are fireplace 
fixings of all kinds — tools, 
trivets, etc. Enough to lay 
out a real department and 
snare the eagle eye of the 
most hardened shopper. If 
you're interested in photo- 
graphs and prices, let us 
know. Of course there’s no 
obligationtobuy. McKinney 
Mfg. Co., Decorative Metals 
Division, 101 Park Ave, 


New York, N. Y. 


MCKINNEY 
FIREPLACE 
EQUIPMENT 
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Where Cooperation Should Start 


T is quite generally conceded by those who have 

made a study of merchandise distribution, that the 

retail salesman is the weakest link in our distribu- 
tion system. It is not so generally conceded, but 
equally true, that the responsibility for this condition 
rests not upon the shoulders of the salesman, but upon 
those of the man who stands to lose or benefit most 
from the salesman’s efficiency—the retail merchant 
himself. 


The majority of employees behind retail hardware 
counters are not trained salesmen. Their knowledge 
of merchandise and merchandising is of the hit-and- 
miss variety, gathered from observation and experience. 
Often that observation and experience has not been the 
correct type on which to build efficient salesmanship. 


Many willing, industrious employees in hardware 
stores today are failing to turn in the sales and profits 
they should, mainly because they have never been 
taught how to sell profit-bearing merchandise. Many, 
through no fault of their own, have scant knowledge 
of why certain grades of goods are actually worth more 
money to the prospective purchaser. Many do not 
know what goods are profitable to their employers, and 
what are not. Ilow can they be reasonably expected 
to increase profits unless they are shown specifically 
where the potential profits are? 


In the majority of discussions on how to meet 
modern competition, considerable stress is placed upon 
cooperation. Manufacturers, jobbers and retail mer- 
chants are urged to cooperate—Cooperate—COOPER- 
ATE. It is pointed out that the job is too big to be 
handled by the retailer alone, the jobber alone, or the 
manufacturer alone. 


_All that is true. The solving of the new competi- 
tion problem does hinge on active, thoughtful, prac- 
tical cooperation. But—that cooperation should in- 
clude not merely the manufacturer, the jobber and the 
retailer. It should be broad enough to take in the 
traveling salesman, and the man behind the retail 
hardware counter, be he salesman or clerk. 


There can be no real cooperation unless the cards 
are placed face-up on the table; unless confidences are 
exchanged ; unless there is created a mutual desire to 
work together. You cannot expect wholehearted co- 
operation from those who work in the dark. 


One oi the first logical steps in any attempt to 
profitably meet the new form of competition, is for the 
the retail merchant to lay the facts before the men and 
women who comprise his store organization. They 
should be shown the figures which reveal the condition 
of the business; they should be shown the actual in- 
crease in overhead expense, and the actual narrowing 
of profit margins. They should be informed as to the 
actual volume of sales, the actual merchandise turn- 
over, the profit or loss, and the general trend of the 
business. The sales of each individual should be 
analyzed to reveal who are making the profitable sales 
and why. 

The entire meeting should be handled in a_ fair, 

above-board, business-like manner. It should be 
pointed out, not in a fault finding way, but truthfully, 
that the store must either make a reasonable profit, or 
go out of business; that unless goods are sold and 
profits made, there can be no money for salaries ; that 
the problem presented is an employee’s, as well as a 
proprietor’s problem... When presented in this manner, 
there are mighty few retail sales organizations who will 
not manifest a sincere desire to do their part. 
Desire alone, no matter how 
sincere, cannot do the job. That desire must be backed 
up by carefully imparted knowledge. Follow up that 
initial meeting with regular weekly store meetings on 
a fifty-fifty basis. Don’t expect the employees to 
donate all the time, unless you make it worth their 
while. Above all, see that the give-and-take spirit 
pervades each meeting. 


But don't stop there. 


In those meetings discuss costs and selling prices 
openly. Take one department at a time, and specifically 
point out the items which are profitable to sell, and the 
best methods of selling them. Teach your employees 
the difference between price and value. Show them 
that they are doing an actual service when they sell a 
customer value hather than mere price. Frankly dis- 
cuss courtesy, service and efficiency, but let your em- 
ployees do most of the talking. Make it their meet- 
ing, rather than yours. 

Six months of properly conducted store meetings. 
and the development of real cooperation inside your 
store will do more to build up your sales, your profits 
and prestige in your community than all the special 
prices you can muster. Yes, cooperation is a yreat 
thing, but like charity, it should begin at home. 
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Even delivery men live up to the “smiling service” slogan. One man 
unpacked four dozen jelly glasses on the porch of a buyer and re- 
placed them to make certain there was no breakage 


HE hardware retailer who places a woman in 

charge of his housewares is wise; and if that 

woman is a bright, energetic housewife who can 
talk intelligently with customers about the countless 
uses of household appliances, the success of the depart- 
ment is practically certain. This happy combination has 
brought a large measure of prosperity to the David 
Mahoney Co. of Schenectady. The line carried is prob- 
ably without an equal in any city of approximately 
100,000 population. 

The Mahoney Co. was established twenty-five years 
ago and operates two stores; the main one at 209-211 
State Street, in the heatt of the shopping district, and 
an uptown branch at 915-919 Brandywine Avenue. 

The houseware section in the downtown store occupies 
the entire second floor of 175 ft. depth, and a width 
that varies from 25 ft. in the front to 35 ft. in the ex- 
tension that has been added to the rear. 

Years ago the stock was displayed in glass cases. 
The arrangement was clean and orderly, but nothing 
else could be said in its favor. Then came M. C. Fisher, 
a young man of vision, whom the word “actomist’’ fits ; 
“actomist” being in the same class as optimist and 
peptomist. 

“Let’s do away with these funereal looking glass 
cases,” he suggested, “and put goods on tables, so that 
the customer can get right among them and see some- 
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A Housewife in Charge of Housewares 
Brings Prosperity to Schenectady’s Big Store 


thing that will interest her at every turn. Encourage 
her to examine the things. She will ask questions that 
will lead to sales.” 

The idea was promptly acted upon. Many small tables 
were placed along the center of the floor and the cheer- 
less glass cases were done away with. Wide shelves, not 
enclosed, were provided for cumbersome articles like 
large preserving kettles, that did not readily lend them- 
selves to table display. 

The result was just as Mr. Fisher had foreseen. The 
customer instead of making only the purchase she had 
in mind, found herself in the midst of a fascinating array 
of things that she had use for and could not resist. Sales 
began to go forward by leaps and bounds. 


The Difference Between a Clerk and a Salesman 


Mr. Fisher soon required an assistant. He reasoned 
that a woman would best fill the position, since women 
are the chief buyers of housewares and naturally like 
to talk over the little intimacies of kitchen things with 
one of their own sex. A woman who used similar ap- 
pliances herself, and was a good cook and housewife, 
was far preferable in his opinion to a girl inexperienced 
in domestic arts. Last, but not least, the less she knew 
about business the less she had to unlearn. | 

“Along came Ruth!’’—in this instance, Mrs. Ruth 
3urleigh, who measured up to the ideal as few could. 
She is said by customers (and the store authorities con: 
cur) to be worth her weight in gild. 

The difference between a clerk and a salesman can only 
be estimated by “sales missed versus sales made.” Price 
is far from being the only item that enters into a selling 
deal. Mr. Fisher tells of an acquaintance who went into 
a store to purchase a well-known make of hat. The 
clerk was so indifferent that the man walked out in 
chagrin, wondering if he did not appear financially able 
to buy the hat. He went into another store, where he 
had never previously traded, and was approached by a 
smiling, courteous salesman, whose desire to please him 
was so evident that the man bought two hats, a suit ot 
clothes, a topcoat and other wearables to the amount of 
about $150. 

The same man and his wife decided that they needed 
new dining-room furniture and made out a list of four 
stores at which to call. At three of these stores the 
clerks indifferently named prices. At the fourth, the 
salesman asked them many questions to learn their pref- 
erence and suggested that a representative of the store 
would be glad to call to see their dining-room. Consent 
was given. A day or two after the call had been made 
the man and his wife were invited to again visit the store. 
They were shown into almost a replica of their own 
dining-room as to location of doors, windows, size, etc.. 














and this display room was beautifully fitted out with 
complete furnishings in style and color that accorded 
with the taste of the couple. Because of this attention 
the man and his wife bought more than two thousand 
dollars’ worth of furniture. If this is a digression it 
brings out the point that no unspent dollars go out of 
the Mahoney store, since no effort made to please a cus- 
tomer is considered too great. 


Demonstrations in the Home 


lf, in answer to a tactful question, a woman expresses 
interest in washing machines, Mr. Fisher takes the 
machine to her home in the evening, so that her husband 
may be present at the demonstration. This little attention 
is not only sure to please, but the husband with his 
better understanding of the mechanical, is won over to 
the merits of the device at once, and the sale is made 
then and there. 

It is a common occurrence for a customer to exclaim: 
“Oh, there is something I have been looking for for 
years!” Not only useful appliances familiar to our 
grandmothers’ day are to be found, but articles so newly 
manufactured that they are hardly on the market. 

Salespeople in other stores often say: “We don’t carry 
that article,” or “We are all out of that now, but you 
can surely get it at Mahoney’s.” This proves how well 
the store is thought of in the community. 

If Mrs. Burleigh is asked: “What is this for?” she 
will reply readily and illustrate with nimble fingers. She 
is particularly proud of the line of cooking utensils made 
of iron, and will explain how the popovers pop so beau- 
tifully in the iron pans that they almost turn themselves 
over. The housewife forms a mental picture of the pop- 
overs somersaulting, especially if she has baked the kind 
that doesn’t, and she promptly buys the iron pan. No 
one but a saleswoman who thoroughly understands cook- 
ing could, however, know this. She will suggest some 
of the appetizing dishes that can be made with other 
devices, so that one can hardly wait to get home to ex- 
periment with them. 

Women who entertain on a large scale are in the habit 
of coming to the department, outlining their plans and 
asking for suggestions ahout new or novel things that 
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will make their refreshments “different.” The Mahoney 
Co. carries more than a thousand designs of cutters for 
cookies and fancy doughs, together with tins that will 
hake cup-cakes not much larger than a thimble. 

One customer was enthusiastic recently over finding 
a jigger-wheel—that quaint little device for trimming 
and stamping piecrust—-that was last seen in her grand- 
mother’s kitchen, nearly forty years ago. 

A Schenectady housewife sent to Sweden tor a plett- 
pan as a Christmas gift to a friend, remarking how use- 
ful it was and how it could not be purchased in the 
United States. The recipient saw a similar one at 
Mahoney’s and related the incident to Mrs. burleigh. 
Mrs. Burleigh then told how the Scandinavian people 
traded extensively at the store, due to the fact that they 
found there the self-same utensils that they had used in 
the “home countries” and had never seen elsewhere. 
Mrs. Burleigh knew just as much about plett-pans and 
other oddly named imported articles as she did about 
the all-American pancake-turner. 

The customer entering Mahoney’s is directed upstairs 
to the housewares by an illuminated sign. No effort is 
made to follow her about more than to show willingness 
to wait upon her as soon as she is ready. 

“Service” Is Store’s Slogan 

A feature of the display is that the price of every 
article is clearly marked. 

Many customers order by telephone, assured of the 
same courteous attention as if they made their selections 
in person. Itven the delivery men live up to the slogan 
of “smiling service.” One of the latter unpacked four 
dozen jelly glasses on the porch of a buyer, and replaced 
them again in boxes, to make certain that there was no 
breakage. 

The Mahoney Co. carries besides housewares an ex- 
tensive line of general hardware, paints, and automobile 
and dairy supplies. 

The executives give credit to many of the excellent 
ideas that have been carried out as first suggested by 
careful reading of HARDWARE AGE. A copy of the maga- 
zine is to be found on one of the main counters, where 
interested customers can scan the pages at their pleasure. 





More Facts on Credit Practices 


More facts on credit practices as one | adequate direction. 
| its soundness are being made upon mere 


of the best forms of prosperity insur- 
ance were recommended by Dr. Julius 
Klein, director of the Bureau of For- 
eign and Domestic Commerce, Depart- 
ment of Commerce, in an address re- 
cently before the National Retail Credit 
Men’s Association in Kansas City, Mo. 
Despite the fact that a material por- 
tion of the prosperity of recent years 
is based on the retail credit structure, 
Dr. Klein said that it appears to be the 
consensus of opinion among credit au- 
thorities that these operations are be- 
ing conducted without sufficient knowl- 
edge of the underlying and ruling facts. 
The leading retailers, he said, know 
the facts about their operations, and 
the many credit bureaus throughout 
the country are doing excellent work 
in stabilizing credit conditions in their 
communities. It was emphasized by 
Dr. Klein, however, that no systematic 
study has been made of the retail credit 
field in general, and in consequence the 
conduct of this business often lacks 





opinions rather than facts, it was de- 
clared. The best available estimates 
were said to indicate the annual total 
for installment sales alone for con- 
sumers’ goods are about $4,000,000,000 
to $5,000,000,000 out of a total national 
retail turnover of about $40,000,000,000 
and a national income of about $90,- 
000,000,000. 

Dr. Klein declared that the increase 
of prosperity calls today for increase 
in efficiency and a lowering of costs 
of distribution. 
farmers, it was pointed out, have in- 
creased their production efficiency and 
cut their prices, but the cost of dis- 
tribution has not been reduced corre- 
spondingly, and extending credit forms 
a material part of distribution costs. 
It was said that retailers whose costs 
are abnormally high undoubtedly suf- 
fer, and that it is just as true that un- 
necessarily high prices discourage buy- 
ing and reduce the sale of both manu- 


Conelusions as to | 





| 


Manufacturers and | 


| 
| 
| 
| 
| 
| 
| 


| 
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facturers and farmers. On the other 
hand, it was stated, anything that will 
help to reduce the cost of extending 
retail credit will be a boon to con- 
sumers, retailers, wholesalers, manu- 
facturers and farmers. 

Realizing the need of vitally funda- 
mental data, Dr. Klein said the Depart- 
ment of Commerce readily agreed to 
conduct a national retail credit survey 
upon the request and with the coopera- 
tion of the National Retail Credit 
Men’s Association through its 18,000 or 
more members. Working in close har- 
mony with credit organizations, it is 
planned that the government survey is 
to be based upon two questionnaires, 
one to be filled in by representative 
retailers and one by representative con- 
sumers. It is guaranteed that the re- 
turns will be treated as strictly con- 
fidential as to individual reports. Sum- 
maries will be published representing 
groups by geographic regions and by 
types of business. They will be brought 
together and analyzed. 


















HARDWARE AGE for SEPTEMBER 27, 1928 








T is evident that the trade over the country, both 
I wholesale and retail, is very much stirred up by 

the chain stores of mail order houses. Almost 
every letter we receive has something to say on the sub- 
ject. The following are just a few extracts: 

A hardware traveling salesman writes: “A fight to 
a finish is now on in earnest between the mail order 
houses, and their chain stores, and the independent re- 
tailer. A case has just come under my personal obser- 
vation where a farmer entered a retail hardware store 
and asked for a certain well-known, nationally adver- 
tised item. The retail merchant showed him the goods 
and quoted a price. The farmer said he could buy the 
same goods at a lower price at the mail order store in 
town. The merchant replied, ‘Well, I guess you better 
go there and buy the goods then!’ The farmer left the 
store, and the merchant turned to me and remarked, ‘I 
think I will stop carrying these goods on which the mail 
order house is cutting the price—the profit on the goods 
doesn’t pay me to stock them. In future I will quit buy- 
ing them.’ ‘Such a policy is just playing into the hands 
of the mail order house,’ I answered. ‘That is just why 
they advertise these well-known, nationally advertised 
goods at a cut price. They want you to quit stocking 
them. When your customer, the farmer, has called a 
few times and finds you are not stocking these goods 
that he wants, in future he will just call on the mail 
order house and he will come to the conclusion that they 
have you licked.’ This mail order competition is going 
to be real competition, and the independent retailer must 
meet the competition on well-known goods. A fight is 
on, and the retailer has got to do his part in carrying on 
the fight! He is certainly not fighting very hard when 
he just throws up his hands, lays down and_hellers 
‘"NUFF’.” 

* * * 

A retail dealer writes and calls to my attention the 
recent catalog of a mail order house selling direct to 
dealers. A lot of well-established, nationally advertised 
goods are quoted in this catalog at the jobbers’ prices to 
retailers. These catalogs go to every class of dealer in 
the town. Any dealer can buy the goods for anybody. 
How is this competition to be met? This is a pretty 


hard nut to crack! 
x * ok 


A jobber writes: “A very large share of the business 
of these mail order chain stores in the larger towns is 
local business—it is town business. The wives of em- 
ployees of jobbing houses, manufacturers and others. 
who derive their support from the independent retail 
dealer, are buying their goods from these chain stores. 
If these chain stores succeed, a lot of these manufac- 
turers and jobbers will be wiped out, then the husbands 
of these ladies who are so fond of buying from chain 
stores will be out of jobs. Possibly a little local pub- 
licity in regard to this might make some people sit up 
and do a little thinking !”’ 

ee 


Another salesman writes: “I have made a check-up on 
stocks carried by these mail order chain stores on my 
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particular line of goods, and I find their stocks are not 


at all complete. Some of the stores do not carry my 
goods at all. However, their prices are all out and the 
retailers in the town are all up in the air. In many 
cases they are competing with wind, because the mail 
order chains have no goods. When I pretended to be 
a customer and dropped in and tried to buy our goods, 
they showed me their catalog and attempted to take my 
order to come direct from headquarters.” 
‘oe * 


A manufacturer writes: “Since these mail order 
houses have established their chain stores, I have quit 
selling them my goods. We manufacture a line on 
which many repairs are ordered. In the future we do 
not propose sending any repairs for any of our goods, 
except through the independent retail trade. It is an 
easy matter for us to trace our goods. We are advis- 
ing the retail trade that no repairs will be supplied to 
any retailer on any of our goods unless the goods have 
been sold to the customer by an independent retail mer- 
chant. In other words, it is a good argument for re 
tailers on our line to tell prospective buyers that the 
manufacturers do not sell mail order houses direct and 
will not supply them with repairs, nor will they supply 
repairs for any of their goods bought through mail 
order houses or chain stores.” 

«+ * 


‘One manufacturer who has never sold his goods to 
a mail order house or chain store tells us he was sur- 
prised, in certain cities, to find his goods prominently 
displayed on shelves in these stores. Upon investiga- 
tion he found that these goods were supplied by a local 
jobber. He states that the managers of these chain 
stores are permitted to fill up their stocks from local 
jobbers. This manufacturer expressed his great sur- 
prise in the fact that, when prices were being cut on the 
goods, the local jobber would supply them and at the 
same time expect to hold the business of the independent 
merchant. 

>. * 

A correspondent sends me a copy of the “Illinois 
Bankers Association Bulletin.” There is an interesting 
article in this bulletin in regard to a hardware man 
—“A Typical Town Guard”—‘Bruce’ Nickels Lives 
Up to Expectations—West McHenry Hardware Man 
Shoots Straight—Rain of Lead Speeds the Departing 
Guests. 

“E. H. ‘Bruce’ Nickels, the local hardware merchant 
who promptly responded to the alarm connecting his 
store with the bank when a gang of bandits held up the 
West McHenry State Bank early in the afternoon ot 
Aug. 13, received the following letter from the Illinois 
Bankers Association : 

“Aug. 16, 1928. 

“Mr. E. H. Nickels, 

“West McHenry, IIl. 

“Dear Sir: 

“According to all reports, your quick action and 
good marksmanship on the occasion of the robbery 
of the West McHenry State Bank the other day 






































brought about the death of one of the robbers, his 

body being found in an abandoned automobile near 

Mount Prospect. 

“We tender you our sincere thanks for your pro- 
ficiency in this respect. The gratitude of all bankers 
and especially the citizens of McHenry is due you for 
the spirit which prompted you to volunteer for ‘Town 
Guard’ service. 

“With great respect, I am 

“Very truly yours, 
(Signed) “M. A. GRAETTINGER, 
“Secretary.” 

Nickels is one of the army of 3500 men who have 
volunteered to act as Town Guards under the system 
of community protection planned and organized by the 
Illinois Bankers Association. Each of -these Town 
Guards is a deputy sheriff, duly sworn in and acting 
under the authority and supervision of the sheriffs of 
the 102 counties in the State. 

The county federations of the State organization fur- 
nished the funds to provide these men with high pow- 
ered rifles and sawed-off shotguns and revolvers. Each 
man is insured against any injury that might befall 
him while on duty. The Town Guard is a volunteer 
and serves his community without thought of compen- 
sation. 

Crimes of violence of all kinds have been reduced 
materially during three and a half years of the organi- 
zation of the system. Several counties in the State are 
still without the protection, but steps are being taken 
to provide the unorganized counties with Town Guards, 
and in a very short time the whole State will be covered. 

Having tasted the lead from a gun in the hands of a 
West McHenry Town Guard, it is hardly likely that this 
gang or any other will visit this town again very soon. 

Here is another point of interest and information to 
propsective bandits. Nickels is an average representa- 
tive Town Guard. He enlisted in the army as soon as 
war was declared, but received a medical discharge in 
September, 1917. This didn’t satisfy him, so he built 
up his condition and again enlisted, this time in the ma- 
rines, and served throughout the war. He has qualified 





OUR men in the smoker, waiting for the porter to 

make up their berths. All traveling salesmen, so 
naturally, someone said: ‘“‘How’s business?” “Not bad,” 
said one. And another, “Fine.’’ One, evidently an old- 
timer, is not so optimistic. 

“Boys, business could be worse, but it’s not like it was 
when I was your age. Those were the days. Hardly 
any competition. Only a few salesmen to bother dealers. 
You made friends out of your customers and they stayed 
with you.” 

“Yes,” said the fourth man, who had not spoken be- 
fore, “and when you lost one on personal grounds you 
were out for good. I'll admit that competition is stiff 
nowadays, but a fellow can do more than hold his own 
if he’ll just work it right. 

“One thing you’ve got to do is sell something besides 
your goods. You've got to make the dealer feel that 
you are interested in getting goods off of his shelves as 


HARDWARE AGE for SEPTEMBER 27, 1928 


“Now, In the Good, Old Days...” 





for highest honors in marksmanship and is an instructor 
in rifle and machine gun fire. He is typical of the Town 
Guard organization. 

x * * 


The American Game Protective Association sends us 
the following clipping : 

“STUDENTS LEARN GAME BREEDING 
“Absorb Knowledge of Rearing Methods by 
Actual Practice on Conservation Society 
Farm in New Jersey. 

“The gamekeepers’ school established at Clinton, Hun 
terdon County, New Jersey, about 55 miles from New 
York City, opened April 30. By the middle of June, 25 
students from 12 different States had been enrolled. In- 
struction in game breeding and gamekeeping is carried 
on through actual operation of a game farm of about 
1400 acres of land, and the course comprises two years, 
during which time, according to announcements of the 
management, the students are given a complete theoreti- 
cal and practical education in game bird production. 
During the breeding season’ the time of the students is 
taken up with actual breeding operations, the students 
performing all the work. The game breeding is under 
the supervision of James Craven, a well-known game- 
keeper. Each student has an allotment of birds to 
look out for from the time the eggs are set until the 
birds are full grown. 

“On June 15 there were approximately 3200 young 
pheasants and some young wild turkeys in the rearing 
fields. 

“The management states through the American Game 
Protective Association news service that breeding stock 
at the farm consists of 80 ringneck pheasants, 60 pairs 
of Bob White quail, mountain quail, valley quail, Mearns 
quail, Chukar partridges, Hungarian partridges and a 
number of species of water fowl, including royal white 
swans, Canada geese, snow geese, wood ducks, black 
ducks, mallards, canvasbacks, redheads, green-wing teal, 
blue-wing teal, Scaup, Gadwalls.and black brant. 

“The manager of the enterprise is Oliver W. Holton, 
and Leonard A. Pettitt is assistant manager.” 






much as you are in anything else. In other words, you've 
got to sell him on the features of your firm’s advertising 
and merchandising just as much as you do on the fea- 
tures of the actual goods. 

“Another thing we all need to do is help the average 
dealer to be a better ‘seller.’ They're all pretty good 
‘buyers,’ but selling is something they all need to learn 
more about. More than once I have helped dealers move 
job lots of stuff that had nothing to do with mine. Why? 
Because as long as those dealers were worrying about 
what they had tied up in bad ‘buys,’ I couldn’t get ’em 
to do a real job of selling my line. I have noticed, too, 
that when you do something like that for a dealer, he 
generally remembers it. 

“So I say it’s not easy to hold your own nowadays, 
but it can be done, if a fellow works it right.” 

“Yo’ berths ah ready, sah.”—Meredith’s Merchandis- 
ing Advertising. 
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Independent Merchant Entering New Era 


Business Man with Reasonable Capital, Utilizing New Methods and Taking 
Advantage of Present Conditions, Has Greater Opportunity 


HE status of the small independent 
merchant in our present commercial 
structure is a subject which has re- 


ceived much attention of late from econo- | 


mists and students of business problems. | 
merchandising during the last quarter cen- 


In a pamphlet issued today by the Com- 
merce Department entitled “Practical Aids 
to the Independent Merchant” the question 


as to whether he has a secure position in | 
the development of business in this country | 
is not only answered emphatically in the | 


affirmative but it is pointed out that “the 
resourcefulness and freedom of action of 
the individual will always go far toward 


offsetting the advantage of large-scale op- | 


erations of the more complicated organiza- 
tions.” 


Government Has Vast Sources 
of Information 


However, the fact is emphasized that in 
this era of changing business methods the 
merchant who refuses to consider the new 
erder of things must give ground to his 
more efficient competitor. According to 
Dr. Julius Klein, Director of the Bureau of 


Foreign and Domestic Commerce, the in- | , ; 
| Government for fact-finding service and 


dependent business man with reasonable 


capital willing to utilize new methods and 
take advantage of new conditions has a | 


greater opportunity today than ever before. 

The independent merchant who functions 
intelligently as purchasing agent for his 
community, he points out, has a distinct 
opportunity to render a real social service. 
The principal innovation introduced by the 
large corporation is the newer type of 
management and the recognized value of 
large-scale economies: but big business has 
no copyright on profitable methods and 
mere bulk is by no means necessarily syn- 
onymous with efficiency. 

The small business man who is striving 
to keep pace with changing conditions is 
often hampered by not knowing where to 
go for the trade information he wants. 
There are in the Government service vast 
sources of knowledge of real practical 
value to him. It was for the purpose of 
pointing out these sources that the Depart- 
ment of Commerce decided to compile a 
brochure briefly outlining the ways in 
which it can be of value of American busi- 
ness men, particularly to those merchants 
who do not have the facilities to carry 
on special investigations or to collect infor- 
mation on their own account. The De- 
partment, it is pointed out, functions to as- 
sist business by undertaking, in full co- 
operation with those to be served, the 
fact-finding investigations which business 
men, either collectively or individually, can 
not conduct to better advantage for them- 
selves. 

Among the problems which the Depart- 


ment is studying and which are perhaps 


of greatest interest to the independent mer- | 
chant are these dealing with retail distri- | 
Mass production | 


bution and marketing. 
has brought about remarkable changes in 


tury—changes which have tended to upset 
methods of distribution which are deemed 
fixed and unalterable. The old order of 
wholesaler, jobber and retailer has de- 
veloped into a somewhat confusing system 
where manufacturers are retailers, whole- 
salers own or control retail stores, and re- 
tailere own wholesale establishments. This 
confustion which exists in connection with 
distribution complicates the problem of ef- 
ficient business administration and gives 
rise to a certain amount of distrust among 
the consuming public. The Commerce De- 
partment has found upon investigation that 
nearly a million business men in_ this 
country do a volume of business hardly 
large enough to provide the facilities for 
the study of their several problems. Small 
businesses naturally cannot afford to main- 
tain their own research departments on 
the scale necessary and must depend on the 


cooperation. 

The “elimination of the middleman” is 
a meaningless expression, it is pointed out, 
because the functions of the middleman 
have to be performed whether by indi- 
viduals or by branches of the chain store 
organizations. Whether the individual 
middleman will continue to operate to the 
best advantage depends largely upon the 
conduct of his business. 


Facts Disclosed in Wholesale Analysis 
by Department 


Recent studies by the Commerce Depart- 
ment have shown that the profits of many 
wholesalers and retailers alike are being 
dissipated through practices, such as the 
handling of unprofitable items, soliciting 
unprofitable customers, striving for volume 
without regard to costs and the use of un- 
economic credit practices. In a wholesale 
grocery analysis prepared by the Depart- 
ment it was discovered that one wholesaler 
carried 2100 separate items in his inven- 
tory, although four items accounted for 
nearly one half of his total sales. At the 
same time representative grocery chain- 
store warehouses handling a much larger 
volume of business included only 700 items. 
Moreover the chain stores secured stock 
turn-overs of twenty times annually while 
the wholesaler had a stock turnover of 
enly seven times. It is obvious from this 
that the mark-up of this wholesaler based 
on the average expense of doing business 
would necessarily cause certain items to 





Than Ever Before, Says Dr. Julius Klein 


bear a disproportionate share of the op 
erating expense. 

An analysis of wholesale hardware op- 
erations made by the Department revealed 
one case where a wholesaler increased his 
dollar profits 35 per cent by dropping his 
unprofitable accounts which amounted to 
half the total, cutting his sales territory 
by a third, and reducing his inventory 
almost one-half. 

A study recently issued on the subject 
of analyzing retail selling costs revealed 
that certain commodities cost nearly three 
times as much to sell as others. Another 


| study into retail profits through stock con- 


trol shows how one progressive merchant 
was able to solve many of his problems by 
means of a simple method of record keep 
ing through which he was enabled to pick 
out and discard those items for which 
there was little or no demand. Idle mer- 
chandise, it is pointed out, with its accu- 
mulating burden of costs for storage, in- 
terest, insurance, taxes, shrinkage, depre- 
ciation and obsolescence can make it diffi- 
cult and frequently impossible for a mer- 
chant to remain in business unless the ac- 
cumulated burden is passed along. 


A Clearing House for Information 
on All Phases of Domestic Trade 


Among the many subjects in the field 
of retail merchandising which have re- 
ceived the attention of the Commerce De- 
partment are credit and delivery, measuring 
the market, store location, store planning, 
educating a sale force, cooperative adver- 
tising, department leasing and _ vehicular 
trafic congestion. 

An inquiry unit in the Domestic Com- 
merce Division of the Department is 
equipped to make special researches and to 
answer a diversity of questions on specific 
business problems. This service section, 
which acts as a clearing house of informa- 
tion on all phases of domestic trade, re- 
ceives a great volume of requests, particu- 
larly from small business men, for infor- 
mation on efficient methods of store opera- 
tion, trade practices, credit policies, install- 
ment buying, stock turnover, plant location, 
cooperative buying and various subjects 

Business men are urged by Dr. Klein 
to take even greater advantage of the 
unique and varied facilities of the Depart- 
ment of Commerce to help solve their com- 
mercial problems. The pamphlet which has 
just been issued gives a brief outline of 
the different ways in which the Department 
can be of practical assistance. It can be 
obtained without cost upon request to 
Washington or from the offices of the 
Bureau of Foreign and Domestic Com- 
merce which are located in most of the 
commercial centers of the country. 
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Johnny greets 
a prospect with 
an honest smile 


job with E. L.. Durkee & Co., hardware 
merchants to Gloversville, N. Y., after 
school hours. Johnny, of course, did not 
know a lot about hardware and other mer- 
chandise, but he was willing to learn and 
he had a pleasing manner, so he was sent 
out to call on householders and ask if they 
were going to do any painting and, if so, 
to buy their paint of IX. L. Durkee & Co. 
Johnny did this all through the spring 
season of 1927 but the spring of 1928 he spent his work- 
ing hours in the store, for he had become so valuable an 
employee that he was needed there, taking care of sales 
that he had started the year before. C. A. Philips of the 
Durkee company has written an interesting description 
of Johnny’s work, which we will tell in his own words. 
The following was written in the spring of 1927: 
_ “Johnny Quigley, an extraordinarily bright and pleas- 
ing boy, fourteen years of age, has been in our store, 
after school and on Saturdays, for nearly a year. Tor 
about two months he has been delivering color cares and 
folders from house to house during these hours. We 
furnish him with a book for each street, having the 
names and numbers, taken from the city directory, leav- 


J ioe with (QUIGLEY, aged 14, got a 


Anticipation 


HARDWARE AGE for SEPTEMBER 27, 1928 . . 59 


ohnny Quigley 
~ Makes Good as a Salesman 


School Boy Is Promoted to Inside Job by E. L. Durkee 


& Co., Gloversville, N. Y., After One 
Season of House to House Calls 


ing a space under each name for him to make notes of 
the results of his call. ‘To the person answering his ring, 
he says: ‘How do you do? | represent E. L. Durkee & 
Co. I have called to see if you expect to do any paint- 
ing this spring.’ 

“This opens the way for him to follow up whatever is 
said and we find that the call is invariably met with good 
grace and certain color cards are requested, and infor 
mation gained. In a great many instances this informa 
tion leads to a prospect of paint and varnish to such an 
extent that Donald Leard, our paint manager, follows 
the call up to make the sale. 

“We are constantly hearing favorable comments from 
people on whom Johnny has called and they speak very 
highly of his manner, and we believe this is a bette 
plan of getting color cards and folders in the home than 
mailing them, besides the value of the infor- 
mation gained.” 

Mr. Philips asked Johnny for a report on 
just how he conducted these interviews. 
This is Johnny’s own report: 

“I go up to the door and ring the bell. 
When the door is opened I say, ‘How do 
you do? [ represent E. L. Durkee & Co. | 
called to see whether you are interested in 
any painting this spring. We will be very 
glad to supply yeur requirements, and we 
would like to talk over and plan with you 
what you want todo. Wecan show you sam- 
ples of paint for the outside of your house, 
enamel for 
woodwork in the 
bathroom and 
the kitchen, and 
shingle stain for 
the roof; and if 
you are inter- 
ested in the interior with flat 
paint!’ ” 

It has been explained that 
in supplying the list for 
Johnny’s calls a blank space 
was left between the names 
for his report. The follow- 
ing notations are taken from 
such a sheet: 

1. “House card, circular, 
flat-tone, will paint all inside 
later.” 

2. “Circular, enamel, house 

(Continued on page 92) 
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In the Wilkins-Leonard paint department, much space is allotted to brushes and other 
materials required for proper use of paint 


Educational Ads 


' sell paint to small home owners 


Average Cost of Materials and Offer of 
Credit on Payment Plan Brings Many Buyers 





N educational campaign directed squarely at the 

owners of five and six room homes has richly 

rewarded the paint department of the Wilkins- 
Leonard Hardware Co. of Youngstown, Ohio. 

Newspaper advertising has been the basis of the cam- 
paign and direct application of the advertising to the 
small home owner has included the listing of the mate- 
rials required for the average 5-room house and other 
buildings of stated size, especially those occupied by the 
ambitious home owner. 

The home buyer, as every hardware man knows, 1s 
usually industrious, a good worker, and very proud of 
his home. As a rule, his credit is good within reason 
and he has been trained to meet promised payments 
promptly. 

So the Wilkins-Leonard advertisements setting forth 
that paint and tools required for painting a 5-room house 
cost only $27.75, attracted much attention. But where 
to get the $27.75 all at once! 

Then Wilkins-Leonard solved this problem by offering 
to sell such a bill of paint by their “Club Plan” of $5 
down and $5 a month. A rigid inquiry is made and only 
home owners with approved credit are elected members 
of the club. It is not a chattel mortgage proposal; in 
fact, no agreement is signed. It is open credit with a 
positive understanding that the purchaser will pa) $> 
a month on the bill. The drawing power of the plan 1s 
that on ordinary credit. the home owner knows he would 
This advertisement is typical of the series that brought results he expected to pay in full at the end of the month 
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Spray Gun Means More 
Frequent Painting 


Speed of Application and Economy Are Important Factors in 
Promoting Use of Paint 


N industrial development which is becoming daily 
A more important, and one which should be of special 

interest to the hardware dealer, is spray painting. 
For the spray gun offers possibilities for much wider 
paint sales. It makes application on big jobs quick and 
easy, and encourages frequent and reguiar repainting. 
Because of the large proportionate cost to the consumer 
of the application of paint in comparison with the cost 
of the paint itself, spray painting offers a particularly 
good opportunity for an increase in paint sales. It is 
not always the cost of the material itself but the cost of 
application that discourages painting. 

The spray gun is a machine operated by means of air 
compression. The most important types are operated 
by a gasoline motor or by electric power. Such outfits 
are commonly attached to a truck so that they may be 
readily moved from place to place. ‘This is not necessary, 
however, but is simply a matter of convenience. 

Spray Method Two to Five Times Faster 

In all types of spray machines, however, the prin- 
ciple is the same. By means of air compression the paint 
is sprayed on to the surface. The air pressure may be 
regulated to meet the varying conditions of the size of 
the nozzle, weight and viscosity of the paint, the nature 
of the surface and the desired speed. The thickness of 
the coating being applied and the speed of operation can 
also be varied, as desired by adjustment of convenient 
regulators on the tank as well as on the spray gun. 

The most obvious 
advantage of the spray 
gun is that it is a 
labor-saving device. 
If the surface is of 
appreciable size, work 
can be accomplished 
in much less time than 
is required by other 
methods. A fair esti- 
mate under general 
conditions would be 
that the speed of 
spray-painting is two 
to five times that of 
hand brushing. 

_ The time element is 
Important in more 
ways than actual 
labor-saving. For ex- 
ample, there are many 


interiors such as those 
This gun is being operated by ¢ 





A portable spray machine for large jobs 


is being utilized on this frame structure. 


which cannot be vacated for any length of time without 
appreciable financial loss. By the use of a spray gun a 
wall interior may be recoated in an afternoon and the 
room will be ready for occupancy the next day. Whether 
or not money is involved, there is always the matter of 
convenience. Many a prospective paint purchaser is dis 
couraged by the time and inconvenience of redecoration. 


Advantages of the Spray Gun Method 


Another advantage of significance is that this method 
of application is most satisfactory for getting into 
crevices or for covering rough surfaces. Concrete and 
stucco, or even rough wooden surfaces, such as barns, 
are no more difficult to paint with a spray gun than 
the smoothest surface. 

Shingles, also, are easily painted with a spray gun, 
which gets into the cracks and crevices. 

For interiors, too, the spray gun has special advan- 
tages. It is widely used for achieving unusual decorative 
effects such as spray misting and similar finishes for 
walls. Both for smooth and rough textured surfaces, it 
is useful and unique in this respect. 


Especially Useful with Lacquers 


Not only paint but enamels, varnishes and lacquers, 
may be applied by this method. For lacquers, espe- 
cially, the spray gun simolifies work because of the 
quick-drying properties of this product. The danger 
of brush marks is thereby eliminated from the job. 

For industrial fin- 
ishing, such as_ fur- 
niture painting, or 
automobile — painting, 
this method is used 
almost exclusively. 
Similarly, it is 
used for the repaint- 
ing of factory inte 
riors and office build- 
ings to a great extent. 
The method is equally 
adaptable to many 
household uses, and 
there is no doubt that 
its promotion — will 
mean more paint sales 
to the hardware man. 

HARDWARE AGE will 
from time to time car- 
ry articles on the de- 
velopment of this 


motor ted on a motor truck 





of stores and _ hotels, 


method of painting. 
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Why Some People DO Bu 


More Than 2000 Families Tell Their Attitude Toward the Home Use of Paint, 
What to Do with It and Who Applies It 














(OW many of your customers buy 
paint for their own use? Chart No. 2 
How many of those who do buy Materials Used On Articles Last Painted 
ask for a particular brand of paint and Lecqusrs PAINT vena pe pane. SHELLAC 
insist on having it: Per Cem. 0 og ; 20 30 40 30 . 60 70 80 Bn 





Who applies the paint after it is bought ’ 
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your persuasion ? ee : 
Would it be of benefit to you, as a seller ES CRY AN AEN ” a 
of paint, to know these ilaes about your oes sa Se) DR TORN WANN MN SIN an le aie 
customers? Will it change your method of _ mann: semaen serene sence teem —— 
advertising and of sales approach to know OUTDOOR ps TINTS Sec R PNET APOE AER I: oe 
the answer to these questions ? peak ene nes Hea HORN Me 4 
on these pages we will give to you the te 2. Cl Ake (A a Ga eae a 
answers of these questions as ascertained Beak . ne — 
by the E. J. du Pont de Nemours & Co.., cursoasos east 
through an inquiry made by a firm of com- 
mercial investigators. This investigating 





company, which is not connected in any way 

with the paint industry or any firm in the industry, em- 
ploys men and women in many communities to ask ques- 
tions about all sorts of things. The duPont company 
compiled 109 questions and the interviewers obtained 
answers from 2006 families in 135 towns in 40 States. 
This is accepted as a fairly representative survey of 
public opinion. The figures here reproduced were told 
to the Advertising and Sales Managers Conference re 
cently. We are passing along that part of the informa 
tion that we believe is of value to paint retailers. 

As to the question of how many families buy paint: , 
This investigation indicates that 57.7 families have 
hought and used paint at home at some time and the 
surprising number of 42.3 of the families have never 
hought paint for household use. In other words, nearly 


half of the families employ a professional painter when 
any painting is done. 
It.is interesting to know who applies this paint in the 








Who Did the Painting 


Per Cent. 0 5 10 s 2 S&S on Ss 2 6&© BD & 





eae Chart No. 4 
Was Make Decided Upon Befor. Purchase 
WIFE ’ 
57.7 per cent of the families who buy. Chart No. | 
SON tells this graphically. The figures total more than 106 


per cent because in some families both husband and 
wife take part in the painting. The same is true of other 
charts. 

The point for the paint merchant to get out of this. 


DAUGHTER 























SERVANT 
sia is that the woman is a chief factor in the home use of 
— paints and the sales effort must be directed chiefly to 














her. It would be, indeed, a brave man, who would 
attempt to buy and use paint in the household without 
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| Paint and Some DO NOT 


approval of the lady of the house. So the suggestion is 
more or less obvious that paint displays in windows and 
on sales floor and your local advertising be directed 
toward the women. 








What Non-Users Must Be Sold 


Per Cent. 23 30 35 40 45 50 


SIMPLICITY 
OF WORK 


24Y% 


INCENTIVE TO 
GET STARTED 


12% 


ABILITY TO 
DO THE WORK 


E _ONOMY 
OF WORK 


BRIEF TIME 
REQUIREMENT 


CLEANLINESS 
OF WORK 





CONFIDENCE 
IN RESULT 


BEAUTY OF 
RESULT 























Thart No. 3 




















Next comes the interesting point as to what these 
people do with the paints and on what they use the 
various kinds of paint. Chart No. 2 tells this very 
effectively. It is only natural that lacquers should be 
used in a greater percentage for automobiles than any 
other article of home painting. That was the first use 
of lacquer advertised to the public. These figures, we 
believe, will be radically changed by the introduction of 
the household size spray gun. 

Only a year ago three dealers told the writer's family 
that lacquer could not be used on walls. One actually 
refused to sell it for that purpose. However, we per- 
sisted, bought the lacquer and sprayed it on a painted 
wall and at this writing it seems to be serving the pur 
pose very well. 

We know of another family that had a similar experi- 
ence with buying lacquer for floors. Further inquiry 
among the salespeople who had advised against this use 
of lacquer seemed to develop that they believed that it 
was impossible to do a good job with the quick drying 
lacquer on so large a surface. The spray gun answers 
that difficulty. 

Chart No. 3 is a summary of the answers of the 42.3 
per cent who do not buy paint. The lesson from these 
answers is entirely apparent. These people did not know 
how simple it is to paint nor did they know that the 
average person can do satisfactory painting in the home. 
Neither did they know the economy of “rolling their 
The dealer who can educate the families in his 
stands to win many new 


own.” 
community on these points 
customers, 

The above summary omits one point, the “incentive 
to get started.” This is a hurdle that is difficult to over- 
come. We suggest that it can best be done in the store. 
Every hardware merchant has many customers for 
housewares and other merchandise who do not buy 


paint. If he will make note of these customers and 
make a personal sales argument to them in the store 
and perhaps give to some member of the family a small 
can of lacquer or other suitable paint, he can get them 
started. Perhaps he can work through the children on 
the repainting of toys. 

This needed sales effort is closely allied to the next 
point which is illustrated in charts + and 5. The ques 
tion on which chart 4 is based is: “Was make of paint 
decided upon before purchase was made?” ‘The percent 
ages are, of course, of those who really buy paint, not 










Not 
Known 


6% 





Chart No. 5 


Purchases Made on Own Initiative 
vs. Dealer Recommendation 


of the number of families questioned. It indicates that 
a good many paint buyers are selecting the store at which 
to make purchases because they are convinced that a 
certain line of paints is good. 

Chart 5 is based on the question ‘“\Vere the purchases 
made on your own initiative or on recommendation of 
the dealer?” This certainly indicates that the dealer has 
a strong influence. Of course, those persons who had 
decided upon a brand because a certain dealer sells it 
will hardly be conscious of that fact. “As we see it, this 
reflects the ability of the dealer to influence the purchase 
when the customer is in the store 

(Continued on page 92) 


Total Group Duco Dealers 





Chart No. 6 Chart No. 7 
Desirability ef Stere Demonstration 
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Removing 


Doubt 


from Stucco 


and Brick 
Paint Jobs 


Soft, attractive colors that lend the wanted charm to graceful buildings are now possible 
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China Wood Oil Priming Paint Is Recommended When 


Surface Is Thoroughly Dry 


HINA wood oil priming paint or the adding of 
some varnish or oil to the ordinary priming paints 
will remove doubts as to results when painting 

stucco surfaces. The use of special brick primers con- 
taining China wood oil or thinning of the oil priming 
coat with oil will serve the same purpose with brick 
painting. Brick surfaces that are stained with white 
efflorescing salts, should be thoroughly brushed and 
dried before painting. 

When freshly formed cement is to be painted, the free 
lime present may have some effect upon oil paints, and 
for that reason it is best to apply a neutralizing wash 
produced from two to three pounds of zinc sulphate 
crystals dissolved in a gallon 
of water. After thorough 
drying, the oil paint may be 
applied. 

These and other directions 
for insuring desired results in 
painting stucco and_ brick 
buildings are included in a cir- 
cular recently issued by the 
“Scientific Section, [duca- 
tional Bureau, American Paint 
and Varnish Manufacturers’ 
Association.” Dr. H. A. 
Gardner, author of the report 
of the investigation carried on 
under his direction, is widely 
known as an authority on paint 
composition and methods. 

The circular, though brief, 
settles many questions as to 
methods that have bothered 
painters and paint merchants. 
Dr. Gardner speaks fearlessly 
of painting new and old stucco, 
concrete and brick buildings 
the soft, attractive colors that 
lend the wanted charm to 
graceful buildings of these 
materials. 

The circular, which is illus- 
trated with color suggestions 





The application of oil paint to brick fills the pores and produces 
a water resisting film, as mentioned in this article 


and photomicrographs of stucco surfaces to show the 
effect of paint as to shielding these surfaces from dust 
and moisture, is being distributed by the Save the Sur- 
face Campaign headquarters at 18 East Forty-first Street, 
New York City. 

Aside from the pleasing effect given to an unattrac- 
tive building, the great advantage of painting such struc- 
tures is the waterproofing of the wall. 

Directions are given for “Painting Cement Floors,” 
“Waterproofing Exterior Walls” and ‘Waterproofing 
Concrete Floors.” 

The remarks on 


Painting Old Brick Structures’’ in- 
cludes the following : 

“Old brick buildings may 
absorb up to 18 per cent of 
water. If a large brick build- 
ing should be subject to con- 
stant rain for several days, it 
is conceivable that tons of 
water might be absorbed. 

“Dampness would then pre- 
vail in the building and in cold 
weather the tonnage of coal re- 
quired to heat the building 
would probably be increased. 
The application of oil paint to 
brick fills up the pores and 
produces a_ water-resisting 
film. * * * Many old and 
gloomy appearing brick resi- 
dences are now being trans- 
formed by exterior painting. 
Very pleasing results are usu- 
ally obtained through the ap- 
plication of a light cream or 
tan colored body paint, with 
white trim, and a touch of 
strong, bright color on the 
window frames and shutters.” 

If you are having trouble 
with these jobs in your com- 
munity, we recommend study 
of this circular. 
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This window display by the Grampp Hardware Co., Elizabeth, N. J., is built upon the same principles as a newspaper, adver- 


tisement. 


The reasons for this are set forth in the accompanying article. 
into consideration and the results are carefully checked 


White space. balance and illustration are taken 


Four Rules to Measure Your 


PAINT DISPLAYS 


with advertising and many of the cardinal rules 

for the writing of effective copy will also pull 
business when applied to paint window exhibits. [or 
instance, anyone familiar with advertising knows that 
it pays to: 


\ \ JINDOW displays have a great deal in common 


1.—Use plenty of white space. 
2.—Keep advertisements well balanced. 


3.—Use an illustration to focus attention on copy. 


4.—Check the pulling power of each ad. 


And the Grampp Hardware Co., Inc., Elizabeth, N. J., 
make all of their paint displays conform to these rules 
with profitable results. We'll just take one of their 
ensemble trims showing lacquer, unpainted furniture, 
decalcomanias and brushes and, using this display as an 
example, proceed to elaborate on the foregoing : 

1. This paint window is not overloaded with paint 
cans and decorations. Too many paint cans in a trim, 
according to Mr. Grampp, repel the eyes of window 
shoppers just as too much black type in an ad reacts 
unfavorably on readers. Advertising experts use plenty 
of white space to get attention. Hardware dealers, like- 
wise, should put plenty of white space in displays. 

2. This paint exhibit is well balanced. Advertisements 
can be topheavy or lopsided if illustrations and type are 
not equally distributed. Likewise with paint windows. 
This Grampp display is a good example of show window 
balance. To the right and left of the center line there 
are similar arrangements. 

3. Experts contend that illustrations, by increasing 


copy. 


the visibility of advertisements, make them 33 1/3 per 
cent more productive. The Grampp company found that 
the same thing applied to window displays of paint. 
When the featuring unit was placed on the “eye center” 
with a spotlight thrown on it day and night, paint sales 
jumped about one-third on window displayed items. 
The “eye center,” by the way, is the spot in a show win- 
dow just above the level df the average person’s eyes, 
therefore it receives the most attention from window 
shoppers. For this reason the “eye center’? should al- 
ways hold the featuring unit of a paint trim—some 
leader, special or novelty that will draw attention. 

In this particular window a modernistic touch is added 
by the odd-shaped object back of the smoking stand, 
which appears on the “eye center.” This background 
unit was gaily colored with the lacquer on sale and pre- 
sented a kaleidoscopic effect under the spotlight. The 
Grampp company use warm “spots” in the winter, such 
as red and orange, and in the summertime utilize cool 
colored spotlights, such as green and blue. 

4. Unless a hardware dealer checks returns, he can- 
not tell how much paint he is selling with his window 
The Grampp company uses this method of check- 
ing results. 

A chart is placed on the back of the show window list- 
ing every item in it. When an article is sold from stock 
that appears in the window, a notation is made on this 
chart with the amount of sale. In one week’s time this 
concern sold over $800 worth of merchandise from one 
window alone, which indicates the possibilities in window 
showmanship, when advertising principles are applied. 
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Another Survey Planned in 


Paint Brush Standardization 

The Division of Simplified Practice, De- 
partment of Commerce, soon will begin 
another survey to find out if the 1928 de- 
mand justifies any further changes in the 


simplified program concerning paint and | 


varnish brushes. 


merely a formal publication of the practice 
adopted at a general conference of repre- 
sentative manufacturers, distributors, and 
users of paint and varnish brushes 
Washington on June 30, 1926, and of the 
revision conference of Nov. 15, 1927. 

The original conference effected a re 
duction of the varieties of brushes from 
480 to 139. At the revision conference it 
was voted that the usefulness of the rec- 
ommendation would be increased if a new 
table was added covering leather-bound 
wall and stucco brushes. These consisted 
of five sizes, beginning with 3-in., No. 25, 
and proceeding in units of %-in. in size 
and five in number to a maximum of 5-in., 
No. 45, brushes 

Two outstanding features of the original 
conference, in addition to reducing the 
number of varieties, concerned the man- 
ner ordering brushes and the proper 
designation, so that any oval varnish, flat 


of 


oval varnish and oval sash brushes will 
conform to definite and uniform ferrule 
dimensions. The manner of ordering 


called for designation by size only, discon- 
tinuing the use of reference numbers. 


Did You Complete the Sale? 


A friend dropped in the other day to 
ask some questions about paint, and then, 
as a fairly liberal buyer of paint for his 
own use, he offered his view of what a 
good salesman should do about every sale. 
He should: 

1. Find out for what the paint is to be 
used. 

2. Ask about the condition of the surface 
to be painted. 

3. Offer suggestions as to the best meth- 
od of using the paint. 

4. Impress upon the customer the neces- 
sity of thoroughly mixing the paint. 

5. Make sure that the customer has the 
sandpaper, brushes, putty, thinner and other 
things that are needed, 


The printed pamphlet on | 
this program has just been issued and is | 


| 


Presto Electric Spray Gun 


There are many advantageous features 
combined in the new Model 82 Presto 
I:lectric Spray Gun, manufactured by 
Metal Specialties Mig. Co., 338 N. Kedzie 
\ve., Chicago, Il. 

The motor driven air compressor in this 
| device develops from 25 to 30 Ibs. pressure, 
which is sufficient to completely atomize 





lacquers, 


varnishes, 


} and paints, 
shellacs, bronzes and other reasonably thin 
liquids. A new fan nozzle with two in- 
terior nozzles, giving the operator three 
widths of spray standard equipment. 
Bronze bearings with wick oilers, assure 
smooth running of the spray gun 

The container of seamless drawn 
aluminum, and holds a_ full quart The 
opening of the container is large, facilita 
ting easy cleaning. 

Presto Model 82 operates on either A. C. 
or D. C., and is said to be guaranteed 
against defective material or workman- 
ship for one year. It is furnished com- 
plete with two handy one-pint containers 
in addition to the regular full quart con- 
tainer, and 20 ft. of rubber sheathed cord 
The outfit weighs 5% Ibs. 


sprays 


18 


1s 


Dipping Wood Handles 


One of the largest and most~successful 
house furmshing departments we know 
about is in a department store. Customers 
were asking in this department for ice 
picks, household screwdrivers and similar 
articles with colored handles. The ques- 
tion got up to the buyer. He countered 
to the salespeople with: 

“Why not open a can of lacquer and dip 
a few? Then, sell the people small cans 





of lacquer to dip their own. For those who 


| 








do not want to dip, sell them the samples 
we have dipped. This works two ways in 
sales and does not add to our stock list.” 


DeLancey Kountze, Chairman 
Devoe’s Board of Directors 


DeLancey Kountze, formerly treasurer 
of Devoe & Raynolds Co., Inc., 1 West 
47th St., New York City, has been elec 
ted chairman of the company’s board of 
directors. 

Mr. Kountze is a graduate of 
Paul’s School, Concord, N. H., and of 
Yale University. In 1900 he entered th 
firm of Kountze Brothers, New York City 
bankers, and later was admitted to part 
nership. After the recent war he joined 
Devoe & Raynolds Co., and was soon mack 
a director. His election to treasurer took 
place several years ago. 


St 


Wooster Model “V” Spray Brush 


A new type of vacuum cleaner spray 
brush has recently been announced by The 


Wooster Brush Co., Wooster, Ohio. An 
important feature of this Model “V” spray 
| brush is that the handle is set at right 





| angles to the container, making the pro- 





duct look more like the commercial spray 
guns. , This style handle is said to mak« 
for easier and more convenient operation. 

This spray brush operates on air fur- 
nished by a vacuum cleaner. The con- 
tainer is an ordinary screw top, standard 
pint fruit jar. A rubber adapter provides 
easy attachment to any type of vacuum 
cleaner. 








On a stair railing, Collins, Freeman Hardware Co., Branford, Conn., arranged a row of holders in which were placed 


color cards and other paint literature. 


It prov 


ed a good advertising medium 
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Coming Hardware Conventions 


\MERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 
New York City. 

ARKANSAS Retait HaArpWARE ASSOCIATION 
1929. L. P. Biggs, secretary, 815-816 Southern Trust 
Building, Little Rock. 

CALIFORNIA RETAIL TIARDWARE & IMPLEMENT AsSo- 
CIATION CONVENTION, San Francisco, Feb. 12, 13, 14, 
1929. LeRoy Smith, secretary, 112 Market Street, San 
Francisco. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1929. Place to be announced later. Henry S. 
Hitchcock, Woodbury. 

IntInois Retart HAarpwWaAReE ASSOCIATION CONVEN- 
TION AND Exutpition, Hotel Sherman, Chicago, III., 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, Il. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVEN- 
rion, Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. 
Sheely, managing director, 911-913 Meyer-Kiser Bank 
Building, Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Savery and Des Moines Coli- 
seum, Des Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, 
secretary-treasurer, Mason City. 

KentTuCKY HarpwarE & IMPLEMENT ASSOCIATION 
CONVENTION AND ExutsiTion, Seelbach Hotel, Louis- 
ville, Jan. 22, 23, 24, 25, 1929. J. M. Stone, secretary, 
202 Republic Building, Louisville. 

LouISIANA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Mansfield, June 17, 18, 19, 1929. 
Guy Nason, Secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Hotel Statler. Exhibit at Convention 
Hall. A. J. Scott, Secretary, Marine City. 

MINNESOTA Retait HARDWARE ASSOCIALION CON- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

Mississipp1 Retait HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, Gulfport, June 10, 11, 12, 
1929. Guy Nason, Secretary, Starkville. 

Missourt RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND Exutpition, Hotel Statler, St. Louis, Jan. 
21, 22, 23, 1929. KF. X. Becherer, secretary, 5106 No. 
Broadway, St. Louis. 

MounTAIN STATES HARDWARE AND IMPLEMEN1 
AssoctiaTION CONVENTION, Denver, Colo., Jan. 15, 16. 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P. O. Box 513, 
Boulder, Colo. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. George A. 
Fernley, secretary-treasurer, 505 Arch Street, Phila- 
delphia, Pa. 

NATIONAL House FuRNISHING MANUFACTURERS 
AssoctiATION CONVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, III. 


Con- 
venTION, Hotel Marion, Little Rock, sometime in May, 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit will be at 
the University Coliseum. Hotel headquarters will be 
announced later. George H. Deitz, secretary, 414-419 
Little Building, Lincoln. 

New ENGLAND HARDWARE DEALERS’ ASSOCIATION 
CONVENTION, Mechanics’ Building, Boston, Feb. 20, 21, 
22, 1929. Geo. A. Fiel, secretary, 80 I*ederal Street, 
Boston, 9. 

NEW YorRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Rochester, Feb. 5, 6, 
7, 8, 1929. Hotel headquarters, Powers Hotel. Exhibit 


at Edgerton Park. John B. Foley, secretary, 412 City 
sank Building, Syracuse. 
Nortn Dakota Retai. Harpware Association 


CONVENTION AND EXuiIsITIoNn, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 

Onio HARDWARE ASSOCIATION CONVENTION AND 
IX HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 
1929. Headquarters, Gibson Hotel. James B. Carson. 
secretary, 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Jan. 29, 30, 31, 1929. Chas. L. 
Unger, secretary, 207-208 Bloomfield Building, Okla- 
oma City. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
rioN CONVENTION, Amarillo, Tex., April 8, 9, 10, 1929. 
(°. ].. Thompson, secretary, Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaTIOn, Inc. CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 12, 13, 14, 15. 


1929. Sharon E. Jones, secretary, 610 Wesley Building, 
l*hiladelphia. 
Soutm Dakota Retain. Harpware Association 


CONVENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 

SOUTHERN CALIFORNIA RETAIL HARDWARE AssocIA- 
TION CONVENTION, Los Angeles, Feb., 1929. Definite 
dates to be determined later. H. L. Boyd, secretary, 
508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater BlIdg., Atlanta, Ga. 

Texas Harpware & IMPLEMENT ASSOCIATION COoN- 
VENTION, Dallas, Jan. 22, 23, 24, 1929. Dan Scoates, 
secretary, College Station. 

VirciniA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. 
Thos. B. Howell, secretary, 602 Broad Street, Richmond. 

West VircintA HarpwareE ASSOCIATION CONVEN- 
TION AND Exursition, Fairmont, Jan. 22, 23, 24, 1929. 
lames B. Carson, secretary, 315 Mutual Home Bldg., 
Davton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE AsSSo- 
CIATION CONVENTION AND EXHIBITION, Kansas City, 
Mo.. Jan. 15, 16, 17, 1929. Hotel President, general 
headquarters. Sessions will be held in Missouri Theater, 
and the Western Hardware Show will be held in Con- 
vention Hall. H. J. Hodge, secretary, Abilene, Kan. 

Wisconsin Retratt HARDWARE ASSOCIATION CON- 
VENTION AND Exuisition, Auditorium, Milwaukee, Feb. 
5, 6, 7, 8, 1929. P. J. Jacobs, secretary. Stevens Point. 
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By GUY HUBBART 


E\WSPAPER space properly used increases the 

sales of hardware and housewares. It builds up 

good will for the store and its merchandise, and 
it increases direct sales by the day whether or not every 
item in the ad sells out the day following publication. 
Some merchants know this, others do not. Or perhaps 
it is a matter of belief—some believe advertising pays, 
others do not. But both types of advertisers would place 
more value on newspaper advertising if they had some 
way of proving its 
worth. Advertising 


very eyes Of people who need goods from the hardware. 

Here is Advertising Rule No. 3: Use the circulation 
of your newspaper as a basis for the amount of 
price sums in a single ad. Thus, in the Beatty ad 
each item is priced at one dollar. There are fourteen 
of them so the price total is $14. If the circulation of 
the paper carrying this ad is 2000 in round figures, the 
price sum amounts to $7 per 1000 of circulation. If it 
were 7,000, the price sum would amount to $2 per 1000 
of circulation, and so on. 
In other words, take the 





Rule No. 3 stated below 
is a basis not only of 
proving the value of ad- 
vertising but is a basis 


for improving its value in any month. 





— 4 : . Col. 2 

as a business builder. Col. 1 Pi a 

Before trying to apply A . Space to Use 

os : Circu- Popu- Once a Week 
this rule the advertiser “fork aa lation Tiedhes’ 
; S. 4 12,000 36 000 24 to 36 
should view an adver 15008 pe hand 
tisement in this light: 24,000 72,000 40 to 60 
36,000 108,000 60 to 80 


First, that space, the 
area of the ad carries the 
store message. It is a 
picture of what he offers 


ads a week. 


This table shows how to use newspaper space to sell hard- 
ware and housewares on the basis of a given amount of 
circulation used once a week in different size populations 


Figures on this table are gaged on the basis of one to three 


number of thousands in 
your circulation and mer- 
chandise each ad so the 
price sum of all items 
added up comes to $3.50 


Col. 3 Col. 4 ; 
Pt. ok al to $6 per 1000 of circu- 
Selling-Prices of Items to lation. 
Bool jew A P ew ay ooo 
irculation (Day’s Space) f 
$6.00 per 1000 6to 8 A Useful Table 
4.50 per 1000 8 to 10 ° ° 
3.80 per 1000 10 to 12 At left is a little table 
3.50 per 1000 12 to 14 


to help you adjust your 
ads on the basis of popu- 
lation and circulation. It 
shows three things: 





for sale. This picture 

may be two columns 

wide and 10 inches deep or it may be twice that size or 
any size. But it is a picture with the store name as a 
title. For example the ad reproduced here is a picture, 
48 inches in size, of the offerings of H. G. Beatty & 
Company. It is four columns wide and 12 inches deep 
and features fourteen items at one dollar each. That 
much about space. Now— 

Second, that circulation is made up of copies of the 
newspaper. And, circulation is alive, remember. It 
moves, like a daily endless chain and carries the space 
picture right into the number of homes in the circula- 
tion. For example, if the newspaper has 36,000 circula- 
tion, this space picture of your day’s offerings is mul- 
tiplied 36,000 times. Just think how big a picture that 
would make if the entire edition of this ad for one day 
were posted up on a billboard. It would amount to 
27,000 square feet. Some picture! 

But circulation reaches homes and people, while the 
billboard stands still. 

Each of the fourteen items in this Beatty ad has 36,000 
chances of someone wanting to buy, using the circula- 
tion illustration above, if each copy represents a home. 
Then, in each home there are at least two possible pur- 
chasers—the housewife for housewares and the man of 
the house for tools and other items. 

Even if the circulation is only 10, 12 or 14,000 in- 
stead of 36,000, think of what it can accomplish as a 
medium for carrying advertised items right up to the 


Average number of 
inches, the amount of 
selling price totals per 1000 of circulation and the aver- 
age number of items for a single ad, Column one shows 
relation of circulation to population. 

For example, if your store is in a city of 36,000 with 
a newspaper of 12,000 daily net paid, columns 2, 3, and 
4 on the table show respectively how to adjust three 
things so advertising will draw at lowest cost. This is a 
general-practice table; it is not gaged to specific daily 
sale, yet it is a safe guide toward improvement ; because, 
if followed, ads will not be overcrowded, and circula- 
tion will draw better response from the population 
reached than when no plan at all is used. 

Circulation is tangible so much every day the paper 
is published, so why not use it as a basis for merchandis- 
ing space? Rule No. 3 and this table above furnish a 
basis for recording space as well as being a guide to the 
best way to use space. 

A merchant can keep a simple record of space used 
and sales made day by day. Then he can compare days 
on the basis of the amount of space used. After a while 
the best way will prove itself out. 

If out of 60 days’ ads, fifty of them drew better at 
$4 per 1000 of circulation as the price-sum basis instead 
of at $3, $2 or $6 or some other rate, he knows that the 
best way to use his circulation is $4 per 1000. So from 
then on he keeps close to that figure. 

In other words, every time he gets up an ad he says 
“Well, I know how big the circulation is. It is 12,000 
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Message—Space is a picture 


Values eae one ti 


(or whatever it is), and I will put in ten items, keeping Circulation and population are stable factors; they 
the total amount of prices within $4 times 12, which change in six months but not enough over night to affect 
is $48, and keep the selection wide.” the rule. 

By a little careful 
checking the mer- ¢ 


chant will finally 
learn that certain 
days a week draw 
best at $4, others at 
$5 or $3.50. In the end 
he can make out a 
table of his own to fit 
his store, every week 
in the year and for 
each newspaper he 
uses. And then no one 
can compete with him 
on advertised business 
at least. 

The way to prove 
this is to do it. This 
writer did it by check- 
ing 30,000 single ads 
and corresponding 
volume. That’s where 
the rule came from 
and the _ principle 
illustrated by the table 
shown above. 


This rule can ~~ d Many Dollar Bargains Bioides Those Shown ‘Fin 


applied to any size 


FLASHLIGHT, COMPLETE. EXTENSION ROLLER SKATES 
VERY SPECIAL 


H. G. BEATTY & CO. 

















/YOUR DOLLARS WILL DO 
DOUBLE DUTY HERE! 


steeds scale that will go Gowe in cur stare's history 20 one of the 
ive buying with 








some 
ioe youth ry cc the articles on this adver- 
which interest and bring it with you for reference. 

































space and any num- ‘PIPE WRENCH RUBBISH 

ber of insertions a § AND — GENUINE BURNER 
ae . , WATERBURY. SPECIAL VALUB 

week. It fits any cir- ; ALARM 

lation from 2000 to $ 

culatio CLOCKS & 

70,000, but works best J Po: on forged tool steet jaws FEATURE SPECIAL thg fectre Des Doller Sele P 

on circulations from je shat Piers mc Dw $] WHITE ENAMELED 


erpreciate. 


BREAD .BOX 
etre 4 
clock is 6 inches peibape $ ] 


12,000 to 42,000, and 


an insertion schedule 3-COAT. PORCELAIN DISH PAN 


9-Qt. Size— Feature Value 


of three times a week. | Ta te a OF timing 
ss S 2 rcelain over anestre o£ FF ~e ]3|3‘We! tk é y—one ae, 
There is no magic c—- canes 9] PI, SS | hatte 
t 1 w i t h the ee 7 makers. arid bread. Very specially priced, 
connectec “ 


rule. It is simply «Come Now! Buy Now! While Choice Is Complete 














sensible miethod — by 








which a merchant may T’ WASHDAY COMBI SALE of PYREX For the 
ene ee NATION VENW ; an HOUSEKEEPER’S SPECIAL 
guide himself in using BARGAINS * es ceneaneieeenens re 


newspaper advertising 
with the object of get- 


‘] 





























opposite page 


ting the most returns 5 ‘Custard Cups | 

from the newspaper 1 Pie Plate (uttz) 
, 2 Fine Oil Mops aL 
space used. t Pieces ee pieces Garden Rakes 1 Bottle Oil Polish 8] 
Extra Special 

-An waeatable value! This rock im splint basket with oval on whe ne com | Adil’ relte—one $e ese of egone tates WY tet Gon 

; Pay eg eS your chanes bey hot bein euaa of he nee ase Ti Mend vwratnd bad, Withané Compan Oo 

This ad illustrates Rule No. would cont for more than the special Dollar Sale price. Les getty. of “a pee go nigh apres or Sirtace, This ceination maker en coneoranasy sole 
See text and table on s Pyrex, A $1.40 wnbve for 81, $ — Onmat Dota Sale,” a 
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IRE prevention is an immense problem, and 
Princ has been said about it in print. But 

to express a message on this subject by 
means of a window display, and selling it with 
fire prevention equipment, is a task very cleverly 
performed by Irwin C. Gernerd, window dresser 
of the M. S. Young Hardware Co., 740 Hamil- 
ton Street, Allentown, Pa. 

Fire equipment is of so varied a size and so 
wide an assortment that it is easy to present an 
ineffective window display. It requires a sense 
of proportion. With that the window dresser 
does not need to spend a penny in accessories, 
such as crépes or drapes or other incidental ma- 
terials. 

The M. S. Young window that sold the great- 
est amount of fire prevention materials did not 
cost a penny. The articles used were taken from 
stock and put back again. The only objects used 
to dress the display were palms, and they are 
constantly uséd in the Young windows because of 
the fine color touch they add to the metallic glitter 
of hardware objects. 

“T wanted to see if it were possible to present 
a display that carried eye-appeal without any un- 
necessary trouble or expense. I had little time 
to prepare it, as window dressers find now and 
then, and could not compose an elaborate layout,” 
is the way Mr. Gernert explains it. “With the 
materials at hand I prepared a material display 
that contained almost nothing else but stock. It 
did not require a cent of additional outlay.” 

The window was open on two sides. The back 
and other side were panels of oak. In each cor- 


ner Mr. Gernerd placed a potted palm of good size. On 
the rear panels were attached lithographs from the firm 


for which the Young store is the Allentown agent. 


The opportunity was one that offered many _possi- 
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Inlities. The center, of course, was built up of 
fire extinguishers, using two types which have a 
nation-wide publicity, and in which the Young 
firm specializes. There was the Pyrene hand ex 
tinguisher, which Mr. Gernerd used effectively 
along the front of the window and to fill in 
holes in the display. 

In the center background, upon a raised plat- 
form, were displayed a rubbish container, at which 
no fire could get, and a paper burner, a perfo 
rated can which can be taken outdoors and holds 
the fire inside. 

In the two rear corners there stood a large 
rubbish can and a waste paper basket, suggestive 
of avoiding scattered paper and other waste. The 
fire prevention idea lent itself neatly to bringing 
in these articles. 

The wall fire extinguishers, of the Guardeen 
soda and water type, received a good play through 
the center, where their rich brassy color stood 
out conspicuously. 

In the very front center, where the little dis- 
play was ringed by the other extinguishers, Mr. 
Gernerd presented a flashlignt array, touching 
upon the fact that flashlights prevent fires. 

He needed only two show cards. One of thes 
read, “A match has a head, but no brains. When 
you use its head, use your brains.” The other cov- 
ered the flashlight layout and said, “Use flash- 
lights for safety.” 

Thus the M. S. Young display presented three 
lines’ of their goods, the waste containers, flash- 
lights and fire extinguishers, all interwoven into 
the single object—Fire Prevention. 


A display such as this during Fire Prevention Week 


in October will not only aid in the good work but add 


to the sales of the hardware merchant. 


Sell safety when 


handling fire prevention equipment. 
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REMEDY RAZZ 


OUR amiable correspondent has 
7. few personal thoughts relative 

to our hardware industry and 
what we have been doing to it lately. 
You will will not all agree with him. 
However, if a few of the boys with 
plenty of red ink on their books can 
crack a smile now and then and mur- 
mur, “Not so far wrong, at that!” 
your aforementioned scribe will be 
satisfied. 

Our hardware industry, all of it, 
manufacturer, jobber, retailer is just 
recovering from a feverish crisis— 
an industrial revolution. Until of 
late, we tried to cure our ailments by 
remedy out of our ranks—individual 
remedy. It nearly killed us. 

During every business crisis there 
always appears upon the scene that 
persuasive and impressive character, 
the remedy man. Professionally he 
poses as a Statistician extraordinary. 
He is a congenial cuss, plays a good 
game of golf and resorts to the ‘prove 
it on paper’ method. He is the sure 
cure Daddy to bilious business, the 
fond friend of sick Presidents and 





others. 


Meaning of Mass Production 


Not so long ago some of you will 
remember a remedy man placing a 
chart on your desk which indicated 
the shortest distance between two 
points was not a straight line. Said 
he, “Wages are high. Raw material 
is high. Nations are bankrupt. 
Manufacturers carry an overproduc- 
tion of stock. Business is due for a 
terrible tumble. We must remedy!” 
Then he picked up his chart and 
walked ost. 

Following this National declara- 
Aon, 75 per cent of us got cold feet, 
called in Dr. Remedy and from the 
mass of statistics and the reams of 
written arguments our hardware in- 
dustry adopted the business salva- 
tion plan of the hour—mass produc- 
tion. 

_ Mass production simply means it 
is cheaper to manufacture a thou- 
sand dozen screw drivers or hammers 
or hatchets or bits than to make one 
dozen. No business man dared gain- 
say that argument. And the remedy 
man proved it—on paper. -Thus the 
die was set, the race for the salvation 





of business began and _ industry 


By C. E. Walkley 


breathing a sigh of relief, fanned her 
forges, opened her doors and glee- 
fully anticipated a “killing.” 

In the parlance of any factory it 
was ‘‘make ‘em and move ’em’’. About 
six months of mass production and 
our heavy scheduled factories were 
building new warehouses for finished 
products. Mass production was re- 
ducing the cost of production beauti- 
fully but the buyers of the country 
seemed to be on a strike. Then it 
began to dawn in the minds of men 
that the remedy man had neglected 
something in his masterful calcula- 
tions; he had failed to consider the 
rather important question of sales 
reaction to mass production. 


Bought More Than He Needed 


So again we called in the remedy 
man and again he _ produced—on 
paper —a sure cure. 

Straightwith buyers were notified 
that prices had been revised. Screw 
drivers, let us say which formally 
averaged $3.50 per dozen and were | 





cheap at that could now be purchased | 
in quantity at the average price of | 
$2 per dozen. 

What happened? Why every busi- 
ness man with a few extra dollars in 
his till bought four to five times the 
quantity he really needed. Down the 
line of distribution even to the small- 
est retafler men bought in excess of 
their demands because of “reduced 


prices.” The wheels of industry 
hummed and groaned. Manufac- 
turers emptied their warehouses. 


Jobbers and retailers took up the 
burden and. the remedy man, high- 
ly respected wherever he trod shout- 
ed, “Speed ’em up! Speed ’em up!” 
and we did. 

The first real snag in our business 
revolution was encountered when 
salesmen began scouting the country 
as the “re-order” period approached. 
Manufacturers were amazed to learn 
from reports of their representatives 
that buvers were not interested. 
Everyone had bought at “reduced 
prices.” But stocks were not moving 
very fast. Yes, further reduction in 
price might help. 

Upon receipt of these alarming re- 
ports industry proceeded to sharpen 
its pencils. Figures proved that from 


| where was the profit’ 





the standpoint of volume sales, there 


never had been so much business. But 
Never before 
had business been called upon to cope 
with such conditions. It seemed in- 
credible. There was no bottom to the 
market. \Vhile uppermost in the 
minds of men the great question of 
the day, “What can we do to offset 
our remained unanswered 
even by the remedy man. 

At this stage a few discarded the 
remedy man, took a firm stand and 
are still standing. Others gathered 
round the conference table, scratched 
their perplexed heads and after mak- 
ing sure the slaughtering quotations 
were authentic, defiantly ordered, 
“If so and so can do it—WE can. 
REDUCE PRICES. 

And the remedy man nodded. 

It has never been publically an- 
nounced, but about this time the 
remedy men held a secret council. 
your popular correspondent did not 
attend, but he surmizes that these in- 
fluential gentlemen agreed among 
themselves, that unless some heroic 
remedy was advanced, and immedi- 
ately, the hardware industry would 
hecome a lost art. 


losses 2” 


Antidotes 


Be that as it may, I think I can help 
you to recall the pathetic picture of 
our industrial struggle at this time by 
briefly mentioning and commenting 


upon a few of the antidotes the 
remedy man advanced, to repress 
business anihilation. Just keep in 


mind we were all rigged up for mass 
production. What we needed and 
had to obtain was sates. 

Chief of the charms offered was 
liberal extension of credit. So liberal 
did the plan become that if a man had 
a legitimate address and could speak 
any language which might be inter- 
preted, “T’ll take it—wrap it up,” his 
name can be found on somebody’s 
books today, and that is about all you 
will find. Credit undoubtedly sold and 
moved merchandise. Credit is a good 
thing under certain conditions, but as 
already intimated, several of our 
mutual friends with plenty of red ink 
on their books would rather bury 
credit than praise him. 

Another clever remedy was mis- 
sionary work. The manufacturer 
was elected to back and finance this 
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scheme, and it cost him plenty. Of 
course the fickle lady of trade en- 
joyed the party and gratefully ac- 
cepted all favors. The trouble was, 
the ardent missionary wooing de- 
tracted the poor girl’s former inter- 
est in her gallant jobber friend who 
thought HE was her Saturday night 
Shiek. The complications which fol- 
lowed are best unmentioned. 

No remedy is complete without the 


grand old infallible clarion call. | 
| were running ragged. Then men of 


“QUALITY.” So all of us, includ- 
ing the chap who pounds out button 
hooks that could not sever a cobweb 
without bending, began to manufac- 
ture and tell the World about our 
“QUALITY” products. 

This had the same effect on the 
public now thoroughly educated to 
buy cheap as the command “Scat” 
might have on a couple of raging 
Herford bulls, trying to settle their 
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domestic difficulties in mortal com- | 
bat. In the crude vernacular the | 
public said, “What do you mean, | 
‘QUALITY’?" ~~ And_ the = imports | 
from foreign countries increased. 
Industry, and please remember that 
we are writing of the hardware in- 
dustry, has been in the “thick” of 
business. The thicker we have been 
the quicker we have lost. Swaddled 
in the imaginary relief robes of 
remedy, too big a percentage of us 


our own industry began doing their 
own thinking and it now looks as if 
we are again coming into our own. 
Keep your eyes on the work being 
done by the bolt and nut people. 
Study their methods. Stop discount- 
ing the ability and value of well or- 
ganized manufacturer, jobber or re- 





tailer associations. Post yourselves 
on the new goods and the improved 
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products American hardware manu- 
facturers are now producing. Secret 
sessions for individual benefit are 
things of the past. If you have a dol- 


| lar invested in the industry you are a 


part of that industry. Join the group, 
because the big job of properly cater- 
ing to public demands, needs the 
hearty and loyal support of all. 

Can any man in this day of per- 
fect organization argue that the 
policy, “Everyone for himself,” pays? 
That is what we have been trying to 
do in the hardware industry. There 
is only one cure to that mistake, co- 
operation. 

It must be gratifying to the great 
majority of hardware men to note 
that the leaders within our ranks, fol- 
lowing the farce just enacted are 
slowly, gradually shaping a course 
which guarantees stability. 

Heed them. 


Hardware Merchants Should Help Organize 
Farmers’ Cooperative Holding Companies 


Middle West, Ed. Bouquet, a veteran traveler 

with forty-five years of successful selling expe- 
rience, makes some very interesting and encouraging 
comments on crop conditions. He urges hardware 
dealers to take the lead in helping to organize farmers 
cooperative holding companies to assist the farmer mar- 
ket his crops profitably. Mr. Bouquet is president and 
treasurer of the Bouquet-Brownson Co., Inc., St. Paul, 
Minn., manufacturers of, and manufacturers’ agents for, 
several products in the household, tool and wire goods 
field. On this subject Mr. Bouquet says, in part : 

“In Minnesota and Wisconsin, which are largely dairy 
States, the cattle in the fields look like they were corn 
fed. The pastures are as green now as they generally 
are in the spring and the crops of every description never 
looked better. 

“In Illinois and Iowa the corn is so tall that there 
should be a good demand for step ladders this fall to 
reach the ears in picking time. I have never seen such 
corn in my life; I saw many fields in which the corn 
was 10 feet and more high, and I was told by hardware 
jobbers that there was plenty of corn 14 and some 16 


feet high. 
“As you see these enormous fields of wheat, oats, corn, 


Ro Midate Ww. from a recent two weeks’ trip in the 


potatoes and other crops you wonder where there is 
going to be storage capacity to take care of them and 
also where the money is coming from if the farmer 
attempts to market them this fall. 

“Hardware dealers are, generally, the most reliable 
and best business people in their communities. They 
should take the lead and organize the farmers in their 
townships into a cooperative holding company and the 
townships into counties and the counties into States, all 
agreeing not to sell more than one-tenth of their crop 
each month, beginning Sept. 1. In that way they would 
not glut the market and would get as good a price for 
their crops in the fall and all through the ten months 
as they generally bring in the spring when the farmer 
has none to sell. 

“For the hardware dealer’s efforts in organizing these 
cooperative farmer crop holders he would be rewarded in 
selling them bins for holding their grain and cribs for 
holding their corn. 

“With such an organization in every township with 
a price stabilized, as it would be if there was no surplus 
thrown on the market, the banks would be safe in lend- 
ing the farmer money to take care of his immediate 
wants, to be paid back in installments as he sold his 
crops. Here’s a real chance for the hardware dealer.” 


Staircase Shelves Display Housefurnishings in White Hardware Co., Wilkes-Barre, Pa., Store 


items has been successfully adopted by the White 
Hardware Co. of Wilkes-Barre, Pa. This firm 
has a large and well stocked housefurnishings depart- 
ment on the second floor of its building, reached by an 
elevator in the rear of the store or a staircase at the 
front. Since the latter is more convenient, the lift is 
not used by many customers. 
The company has utilized the wall space on the stair- 
case to give additional display of the merchandise to be 


A N unusual method of displaying housefurnishing 


found on the second floor by building shelves along the 
staircase wall. Before these display shelves were con- 
structed the staircase side wall was a blank, waste space 
but now the display of housefurnishings attracts man} 
additional sales. 

The staircase is about 8 ft. wide. The wall shelves 
are about 6 in. deep. Individual conditions govern the 
use of the display shelves, but care must be exercised 
so that the shelves are not built too high or loaded with 
too much merchandise, presenting a crowded appearance. 
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More Than 1,200 Hardware Men Attend Second 


Dover Educational Meeting in Pittsburgh 


The second of series of educational and 
sales promotion meetings that are being 
conducted in the larger cities of the 
United States by the Dover Mfg. Co. 
Dover, Ohio, was held in McCreery’s din- 
ing room, Pittsburgh, Pa., on Wednesday 
evening, Sept. 12. It brought together one 
of the largest assemblages of hardware 
men this city has ever had. 

The meeting was the culmination of a 
series of group meetings held during 
the preceding few weeks at Beaver 
Falls, New Castle, Johnstown, Oil City, 
Charleroi and Greensburg, Pa. and was 
attended by more than 1200 hardware 
dealers and those interested in the dis- 
tribution of electrical appliances such as 
those manufactured by the company which 
sponsored the meeting. They came not 
only from the localities where the group 
meetings had been held, but from various 
other points in western Pennsylvania and 
eastern Ohio. 

It is too early to judge the results of 
the meeting, but it certainly provided mass 
contact on a scale not hitherto approached. 
All present learned the advantages of 
handling standard well-made goods so 
priced as to yield a fair profit over the 
selling of inferior products which might 
mean faster turnover and more frequent 
profits. 

J. E. McCullough, president Pittsburgh 
Retail Hardware Dealers Association was 
in charge of the meeting and seated with 
him at the head table were Hugh Mc- 
Knight, Samuel McKnight Hardware Co., 
Pittsburgh, George Brown, Punxsutaw- 

















ney, Pa., president Pennsylvania-Atlantic 
Seaboard Hardware Association, George 
Sprowls, Claysville, Pa., Charles Scar- 
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borough, secretary, Pittsburgh retail as- 
sociation, Frank A. Hegner, vice-president, 
Pennsylvania-Atlantic Seaboard Hard- 
ware Association, Glenn Pearce, secretary 
of that Association, I. E. Paul, Washing- 
ton, Pa., George Barrows of the Electric 
League, Harry W. Fisher, assistant to 
Charles T. Johnson-Vea, president Dover 
Mfg. Co., Mr. Johnson-Vea, George E. 
Whitewell, sales manager appliances 
division Duquesne Light Co., Pittsburgh. 





E. C. Smith Now Sales Manager 
for Seederer-Kohlbusch, Inc. 


E. C. Smith has been appointed sales 
manager for Seederer-Kohlbusch, Inc., 149 
New York Ave., Jersey City, N. J. The 
company manufactures balances and weights 
of precision, ‘used largely by druggists, 
jewelers and others who require equipment 
for weighing precious materials with pre- 
cision, 

For the past ten years Mr. Smith has 
heen sales manager of John Chatillon & 
Son, New York City, manufacturers of 
scales and cutlery, and since 1902 had been 
connected with that company’s sales de- 
partment. 


Nutmeggers’ September Meeting 
Was Large and Enthusiastic 


A large and enthusiastic meeting of The 
Nutmeggers was held at the Burritt Hotel, 
New Britain, Conn., on the evening of 
Sept. 12. President Carlton S. Phillips, 
The L. S. Starrett Co., presided. 

The outing committee’s report showed 
that this annual affair was both a social 
and a financial success. Nutmeggers M. L. 
Langel, The Osborn Mfg. Co., and Leon 
Schwartz, The Patterson Sargent Co., re- 
ported as delegates to the National Coun- 





cil of Traveling Salesmen’s Associations. 
Their report was accepted and the presi- 
dent appointed Nutmeggers A. H. Doonan, 
Pittsburgh Steel Co., and Chris Sachs, 
Bethlehem Steel Co., additional delegates 
to the Council, as the organization is en- 
titled to four delegates. 

A favorable report on the advisability 
of incorporating The Nutmeggers under 
the laws of the State of Connecticut was 
made, and it is understood that incorpora- 
tion papers will be taken out by The Nut- 
meggers very shortly. 

Before the meeting adjourned it was an- 
nounced that the October meeting would 
be held in the Hotel Heublein in Hart- 
ford, Conn. 





Charles Wolff Dies—Veteran 
New York City Hardware Man 


Charles Wolff, president of the retail 
hardware and supply establishment bear- 
ing his name at 117 Cedar St., New York 
City, passed away on Sept. 16, at his home, 
173 E. 64th St., New York City. He was 
91 years of age. 

Mr. Wolff was born in Germany and 
came to this country when 16 years of age. 
He was in business on Cedar Street for 
75 years, and installed the first pneumatic 
system in the city between the Western 
Union and the newspaper offices. 











American Steel & Wire Co. 
Announces Personnel Changes 


C. S. Marshall, formerly manager Wor- 
cester, Mass., district, American Steel & 
Wire Co., Chicago, IIl., has been appoint- 
ed district superintendent, and J. L. Perry, 
who has been assistant manager, has been 
promoted to manager. 

Other changes anncunced in the Wor- 
cester district by H. A. Barren, vice-presi- 


dent, are as follows: C. F. Hood, super- 


intendent South works, Worcester, and M. 
W. Reed, superintendent New Haven, 
Conn., works, have been made assistant 


district managers; Peter Stewart, superin- 
tendent North works, Worcester, has been 
named general superintendent of the South 
works, and F. L. Haven, assistant super- 
intendent North works, has gone with him 
to South works, as assistant; A. J. Hoyt, 
assistant superintendent Scuth works, has 
North works, 


assistant; 


been made superintendent 
and G. A. Green continues as 
FE. W. Banes continues as superintendent 
Central works, Worcester. 

H. W. Jones has been made superinten 
dent New Haven, Conn., works, and R. C. 
Helm, metallurgist North works, has been 
Trenton, N. J., 


named — superintendent 


works. 
F. M. Johson Dies—Gen. Mgr. 
Brammer Washing Machine Co. 
The Washing Machine Co., 
Davenport, announces the sudden 
death of its general manager, Ired M. 
Johnson. Mr. Johnson passed away on 
Sept. 14, 1928. 


3rammer 
Iowa, 


American Chain Co. Advances 
Hal F. Wright 


In addition to his other duties in the 
American Chain Co. organization of 
Bridgeport, Conn., Hal F. Wright has been 
appointed assistant to the general man- 
ager of sales, A. P. Van Schaick. Mr. 
Wright will have his headquarters at 
Bridgeport. 


International Hardware Mart 
Will Not Open on October 1 


Announcement has been made at the 
Grand Central Palace, New York City, of 
the postponement of the proposed opening 
of the International Hardware and House- 
furnishings Mart, which had been an- 
nounced for Oct. 1. 

The Mart has not been abandoned; in 
fact, many space reservations have been 
made. The work that has been done on 
the Mart has developed the fact that the 
hardware trade in New York City is mov- 
ing uptown. This trend has not become 
fully developed and a longer time than 
originally planned has been required to 
bring into the Mart a sufficient number of 
representatives firms to assure its success 
as a buyer attraction. The opening of the 
Mart has been postponed until the number 
of exhibitors makes it a buying center. 
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Brooklyn Hardware Men Visit 
Masback Hardware Co. Plant 


More than seventy members of the 
srooklyn Hardware Association, headed 
by President Edward F. Daily, visited the 
offices and warehouse of the Masback 
Hardware Co., hardware jobbers at 82 
Warren St., New York City on the even- 


‘ing of Sept. 19, as the guests of its presi- 


dent, E. R. Masback. The dealers were 
escorted through the entire establishment 
and given an insight on the procedure fol- 
lowed when an order from a retail mer- 
chant is received by this organization. In 
an informal welcoming talk Mr. Masback 
stressed the position of a jobbing house as 
a retail merchant's warehouse and not as 
a selling organization. He said the jobber 
carried only what the retailer wanted and 
also said that if a dealer would seek the 
jobber’s advice when confronted with mer- 
chandising and other problems, it would be 
of mutual benefit. He reviewed briefly 
the personnel of his organization and ex 
plained the duties of each department and 
its manager. 

During the inspection of the warehouse 
Mr. Masback explained the method of 
stock control used and answered ques- 
tions regarding the stock and its arrange- 
ment. At the conclusion of the inspection 
tour, coffee and sandwiches were served. 

Past N.R.H.A. President R. J. Atkin- 


son, a founder of the Brooklyn Hardware 


Association, analyzed some of the re- | 


tailer’s merchandising problems. Ile urged 
the dealers to visit other retail establish- 
ments and see how various merchants sold 
hardware merchandise. 

President Daily, in behalf of the asso- 
ciation, thanked Mr. Masback for a most 
interesting and instructive evening. The 


latter responded and invited the retail | 
dealers to come again. In his closing re- | 


marks, Mr. Masback spoke of the favor- 
able reaction and increased business ob- 
tained by having bright, clean, attractive 
stores. He asked the association men to 
choose their stocks with care, buying only 
merchandise that they needed, in the 
proper quantities and with a view of ob- 
taining quick turnover. 

At the close of the meeting a discus- 
sion of chain store merchandise and mer- 
chandising was held. 

Among those who inspected the Mas- 
back plant, in addition to the Brooklyn 
members were E. J. Ferguson, past presi- 
dent of the Manhattan & Bronx Hardware 
\ssociation and J. W. Blair, treasurer of 
that organization 


R. B. Rankin Takes Over All 
Davis-Rankin Co. Agencies 
A recent annuoncement states that R. 
B. Rankin has taken over all of the 
agéncies in the hardware and_ sporting 
goods lines formerly handled by Davis- 


Rankin Co., 821 Market St., San Fran- | 


cisco, Calif. 
Mr. Rankin’s business is exclusively 
with the jobbing trade from Denver to 


| the Pacific Coast, and he will make his 


| headquarters at 693 Mission St., San 
| Francisco. 


| George C. Brown, Pasha Presi- 
dent, Addresses North Jersey 
Association 


Emphasizing the importance of studying 


Brown, Punxsutawney, Pa., president of 





ply Association. The meeting was held 


Junior Chief George H. Fisher, who also 
made brief remarks on the subject under 
discussion. 


own experiences with this system and the 
benefits he found from remodeling his 
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store into a modern merchandising estab- 
lishment. He said dealers must study cur- 
rent trends and adjust themselves and 
their stores to modern requirements if they 
expect to continue on a profitable basis. 
W. Glenn Pearce, Field Secretary of the 
Pasha, gave a practical demonstration on 
the business control plan mentioned by Mr. 
Brown. Mr. Pearce had large charts 
showing the actual figures of the Pennsyl- 
vania store and illustrated clearly just 
what data are needed for this system and 
| just how a dealer may maintain the plan 
| and benefit from its information. At the 
| close of the meeting Mr. Pearce exhibited 
| motion pictures of the recent North Jersey 
outing and of a previous outing held by 
| 





that association five years ago. Some of 
the hardware men at the outing could 
easily enter the movie acting field, in the 
opinion of those who witnessed the films. 

Chief Booster Hinchman explained the 
| function of the Hardware Boosters and 

thanked the association for inviting Boost- 
| ers to participate in the meeting. 


hardware trade journals and the advan- | 
tages of association affiliation, George C-. | 


the Pasha, outlined his methods of meet- | 
ing chain store competition in an address | 
before the North Jersey Hardware & Sup- | 


Tuesday, Sept. 18, at the Colonial Grill, | 
Paterson, N. J., with about 36 present, in- | 
cluding four Hardware Boosters headed | 
by Chief Booster Fred Hinchman and | 


Mr. Brown urged the use to the N. R. | 
H. A. business control plan; told of his | 


1928 


|E. C. Sullivan Representing 
L. L. Ensworth & Sons 


E. C. Sullivan, secretary-treasurer of 
The Nutmeggers, is now calling on the 
industrial trade in Connecticut for L. L. 

| Ensworth & Sons, iron, steel and heavy 
hardware jobbers of Hartford, Conn. Mr. 
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Sullivan was formerly connected with the 
Hotchkiss Co., Waterbury, Conn., and 
prior to that connection was for several 
years with Rackliffe Bros., New Britain, 
Conn. “Sullie,” as Mr. Sullivan is known 
throughout the trade, is one of The Nut 
meggers’ most active members. He re- 
sides at 17 Vincent Street, West Hartford, 
Conn., and can be reached by mail through 
P. O. Box 91, New Britain, Conn. 





Bristow Joins Sales Force of 
Higginbotham-Pearlstone Co. 


W. R. Bristow recently joined the sales 
department of the Higginbotham-Pearl- 
stone Hardware Co., a large jobbing house 
of Dallas, Tex. He will make his head- 
quarters in San Angelo and will take over 
part of the territory of E. W. Calvert of 
Brownwood. Considerable new territory 
to the west of San Angelo will also be 
covered by Mr. Bristow. D. R. Jamerson 
has joined the company’s city sales force. 





Dan M. Bell Covers Southern 
States with Ken-Wel Line 


It was recently announced that the Ken- 
Wel Sporting Goods Co., Utica, N. Y., has 
appointed Dan M. Bell, manufacturers’ 
representative of Dallas, Tex., to repre- 
sent the firm in the States of Texas, Ar- 
kansas, Louisiana and Oklahoma. Mr. 
Bell will call on the jobbing trade exclu- 
sively, with the Ken-Wel line of baseball 
and athletic equipment. 








L. B. Putnam at Denver Office 
of U. S. Electrical Tool Co. 


L. B. Putnam has been placed in chargé 
of a branch office which has been opened 
at 1641 Stout St., Denver, Colo., by the 
United States Electrical Tool Co., Cin- 
cinnati, Ohio. J. R. Baumberger has been 
sent to the company’s sales office at Dallas, 
Tex. 
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Hardware Markets Normally Active 
—Price Are Steady and Firm 


NEW YORK, Sept. 26.—Going into the fall trade with a feeling 
of optimism, hardware jobbers and retailers report the week’s busi- 
ness as very satisfactory. Successful harvesting of crops and gen- 
erally satisfactory conditions in the industrial centers indicate a 
good business outlook for the balance of the year. 

With the exception of a decline in paint and sash cord prices there 
are practically no changes in the price situation. 

Reports from various market centers indicate that with the ex- 
ception of snow goods there is very little carry over goods on 
retailers stocks, and jobbers expect that the business in fall and 
winter merchandise will be quite heavy. 

Collections are averaging fairly well. 


Revenue Freight Loadings Drop 
to 991,042 Cars; Above Year Ago 


Revenue freight loadings for the 
week ended on Sept. 8 totaled 991,042 
cars, or a decrease of 125,906 cars be- 
low the preceding week, the car service 
division of the American Railway As- 
sociation announced Sept. 18. 

Due to the observance of Labor Day, 
decreases. were reported 
loading of all commodities except grain 
and grain products, live stock and coke, 
which showed slight increases. 

The total for the week of Sept. 8 
was an increase, however, of 1243 cars 
over the same week in 1927, but a de- 
crease of 33,956 cars below the corre- 
sponding week two years ago. 

Loadings for the week compared 
with same week last year 
follows: 

Miscellaneous freight, 388,238 cars, 
an increase of 9982 cars; coal, 156,393 
cars, a decrease of 7492 cars; grain 
and grain products, 57,872 cars, an in- 
crease of 219 cars. In the western 
districts alone, grain and grain prod- 
ucts loading totaled 45,566 cars, an in- 
crease of 1486 cars. 

Live stock, 28,919 cars, an increase 
of 19 ears. In the western districts 
alone live stock loading totaled 22,010 
cars, an increase of 777 cars; mer- 
chandise less-than-carload lot freight, 
230,816 cars, a decrease of 3904 cars. 

Forest products, 58,389 cars, a de- 
crease of 4150 cars; ore, 60,573 cars, 


| ported 


in the total | 


Prof. Irving Fisher of Yale Uni- | 
| versity announced Sept. 16 that 
the previous week’s wholesale com- 





were as | 
| ber 8 was 74.4. 


but all except the Southwestern, Cen- 
tral Western and Northwestern re- 
decreases compared with the 
same period two years ago. 


Last Week’s Price Average 
100.3 Per Cent, Says Fisher 


modity prices, based on Dun’s quota- 
tions, averaged 100.3 per cent. The 
purchasing power of the dollar was 
97c. on a 1926 basis of 100c. 

Crump’s index for the -week on the 
revised 1926 level was 92.2. 

The Italian index on the revised 
1928 level for the week ended Septem- 
The average for Au- 


| gust was 74.3. 


| 


an inerease of 6433 cars; coke, 9842 | 


cars, an increase of 136 cars. 
All districts reported increases 


in | 


the total loading of all commodities | 
compared with the same week last | 


year, except the Allegheny, Pocahontas 
and southern, which showed decreases; 


U. S. Bank Debits Increase 19.1 
Per Cent to $15,985,845 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the 
week ended September 12 aggregated 
$15,985,845,000, or 19.1 per cent above 
the total of $13,424,833,000 reported 
for the preceding week, which included 
but five business days and 14.5 per cent 
above the total for the week ended 
September 14, 1927. 

Aggregate debits for 141 centers for 
which figures have been _ published 
weekly since January, 1919, amounted 
to $15,169.577,000, as compared with 
$12,745,386,000 for the preceding week 
and $23,173,414 for the week ended 
September 14, 1927. 








American Exports Set New High 
Record First Half 1928 


American exporters did more busi- 
ness in the first six months of the 
year than in any 12 months period 
prior to the world war, as shown in a 
bulletin on “Our World Trade for 
January-June” issued, Sept. 21, by the 
Foreign Commerce Department of the 
Chamber of Commerce of the United 
States. Exports for the first half of 
the year, amounting to $2,377,533,000, 
were $11,000,000 greater than in the 
same period a year ago. 

The chamber’s report shows that the 
growth of American export business 
as compared with the period before 
the war has been in volume as well as 
in dollar value. Heavy gains in ton- 
nage in most lines, the chamber says, 
give convincing evidence that Ameri- 
can foreign trade expansion is not to 
be accounted for solely by high prices. 

“During the first six months of 
1928,” the chamber analysis shows, “92 
out of 141 principal commodities in our 
export trade were shipped abroad in 
larger volume than in the correspond- 
ing period a year ago.” 


Farm Price Level Off, 
But Is Above Year Ago 

The index of farm prices on Aug. 
15, at 139, was 6 points lower than on 
July 15 and 7 points higher than the 
index of a year ago, according to a 
statement issued by the Bureau of 
Agricultural Economics, United States 
Department of Agriculture. 

This recession was caused by a gen- 
eral decline in prices of crops, which 
more than offset higher prices of live 
stock and live stock products. The 
major declines occurred in wheat, rye, 
barley, oats, apples and cotton. For 
the most part these declines represent 
adjustments toward lower price levels 
for the season induced by considerably 
greater production, as in the case of 
wheat, potatoes and apples; or indica- 
tions of increased production, as in 
the case of feed grains. Prices of cat- 
tle and hogs were again higher than 
in the preceding month as a result of 
smaller market supplies. Sheep and 
lamb prices declined somewhat. The 
farm prices of both butter and eggs 
made less than the usual seasonal ad- 
vance. 

It is unlikely that the general aver- 
age of farm prices during the next 
few weeks will recover the recent de- 


clines, the statement said. 
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Cincinnati Reports Satisfactory Trade— 
Prices Very Steady—Collections Fair 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Sept. 25.—Shipments of hardware goods by local 
jobbers have been fairly good in the past two weeks and there are 
increasing signs of an active fall trade. Buying by hardware re- 
tailers, however, cannot be called exceptional in that much mer- 
Chandise normally sold by the retail stores during the fall months 
remains unpurchased. Jobbers are hoping that dealers will round 
out their stocks more fully by the end of the months and from pres- 
ent indications they can feel reasonably sure that this will happen. 

Prices are showing marked stability and there is little likelihood 
that any changes of consequence will be made in the near future. 

Farming districts in southern Ohio and in Indiana as well as in 
Kentucky and northern Tennessee, report that crops have been 
good, so that the consumer buying power in these sections should 
be fully up to normal, if not slightly better than normal. That farm- 
ers are listening in on the Presidentiall campaign and on other radio 
features is attested to by the fact that the sale of radio batteries 
to rural dealers has been heavy. 

The demand for shelf goods has held up well, while orders are 
tires and tubes have been good. 

Retailers state that cash sales have been moderate in volume. 
The credit situation is regarded as fair. 


ANTI-FREEZE SOLUTIONS.—For- $10.20; heavy duty, $12.10, eatienn 


tire, 29 x 4.40, $8; 30 x 5, $13; 32 x 6, 


ward buying in this line has been fair- heavy duty, $17.40: 32 x 6.20, Foden 
ly good and jobbers are in a position duty, $24.85; tan tubes, 30 x 3%, $1.40; 
to suppl ll of th d f thei j 32 x 4, $2.20; 34 x 414, $2.80; balloon 
pply all of the needs 0 eir Cus- | tire tubes, gray, 27 x 4.40, $1.55; 29 x 
tomers. 4.40, $1.65; 32 x 6, $2.65. 
| 
JOBBERS’ QUOTATIONS TO RE- = BOLTS AND NUTS.—Dealers are tak- 
TAILERS, F.O.B. CINCINNATI: | . : 
’ | ing fair commitments of these products. 
Alcohol Glycerine.—In 1-gal, cans, | 
$1.31 per gal., or $14 per doz. gal.; in | JOBBERS’ QUOTATIONS TO RE.- 
| 


5-gal. cans, $1.24 per gal. for one to TAILERS, F.O.B. CINGINNATI: 


three cans, $1.10 per gal., for three to 


five cans, $1.07 per gal., for six or | Cut thread carriage and machine 
more cans; in 50-gal. drums, 95c. per | bolts, 60 per cent off list; rolled 
gal. for from one to four drums; 92c. | thread carriage and machine bolts, 
per gal. for five drums or more. | 60 and 10 per cent. off list; Stove bolts 

Eveready Prestone.—1% gal. cans, 20 per cent off list; square hexagon 


$3.80 per gal. or $3.60 per gal. in cases | and tap nuts, 60 per cent off list. 

of Sa'e0 1 gal. cans, $3.80 per gal., j 

or $3.60 in cases of 6 cans; % gal. | .? * 

cans, $4 gal., or $3.80 per gal. in cases | BUILDERS HARDWARE.—Business 

of 12 cans. | ssiieindiatas | placed in the past two weeks has been 
vo.—iIn % gal. cans, in 30 gal. | ‘ . * ot 48 

drums and in 55 gal. drums, $1.80 foe fair proportions. Activities are ex- 


per gal. 

Alcohol.—In 1 to 4 drums, 53c. per | s ‘ 
gal.; in 5 to 9 drum lots, 53c. per gal.; } Ing the next 30 days at least. 
in 10 drum lots or over, 5lc. per gal. | . 

Note.—There is a charge of $6 per | JOBBERS’ QUOTATIONS TO RE. 
drum, but this is rebated when the TAILERS, F.O.B. CINCINNATI: 
rage total is 33 gal The capacity of Sash Weights.—Sash weights, $1.75 

Dib inamtiimes:: | Soe 
gma doog nace ii 4 ig Inside Sets.—Square bevel inside 
gal.; in 5 case lots, 73c. per gal. sets in case lots, $4.75 per doz. 

+ ; sll es a7 } » og dg in. old copper and dull 

rass butts, 174s. per pair in case 
AUTOMOBILE ACCESSORIES. eal lots; sand blast brass finished butts, 


. ° 9 ay ai ; 77 > 
Sales have been maintained at a mod- | 280. per pair in case lots. 


erate level. Demand for tires and| cgaz HODS.—Thi c 
tubes has been active, while other items | F a ee 
are moving well. Prices are steady 
and unchanged. 


than a few weeks ago. 
JOBBERS’ QUOTATIONS TO RE- 





JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. CINCINNATI: 
TAILERS, F.O.B. CINCINNATI: H 7 . 
: Japanned coal hods, 17 in., $3.35 per 
Tires and Tubes.—Mansfield tires, doz.; 18 in., $3.80 per doz.; dip gal- 
30 x 3% Liberty Cord, $5.45; heavy vanized coal hods, 17 in., $4.45 per 
duty oversize, $7.25; 32 x 4 Liberty doz.; 18 in, $4.85 per doz. 


| pected to continue at a high rate dur- | 





| 


FIRE SHOVELS.—Retailers are stock- 
ing this line in substantial volume. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

No. 6, 50c. each; No. 5, 70c. each; 
No. 256, galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each 


FLASHLIGHT BATTERIES. — De- 
mand continues at a fair rate, and 
prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2-cell baby flashlight battery, 13c 
each; 2-cell tubular battery, 13c. 
each; 3-cell tubular battery, 19%c 
each; small or large monocells, 61<« 
each. 


GAME TRAPS.—As the opening of 
the season approaches, retail dealers 
are doing more forward buying of this 
commodity. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Game traps, No. 1, $1.38 per doz.; 
game traps, No. 1%, $2.44 per doz.; 
game traps, No. 2, $3.36 per doz.: 
game traps, No. 00, $1.10 per doz.; 
jump traps, No. 1, $1.83 per doz.; 
jump traps, No. 1%, $2.81 per doz.; 
double jaw traps, No. 91, $2.93 per 
doz.; double jaw traps, No. 91%, $3.90 
per doz. 


GUNS.—There has been a slight pick- 
up in orders booked by loeal jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Single-barrel shot guns, $6 to $10.75 
each; double- barrel shot guns, $13. 50 
to $33.2 25 each; single-shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rides, $20.36 
each; air rifles, $12 to $40 per doz. 


JUVENILE VEHICLES. — Increasing 
evidence comes to hand pointing to 
good sales of juvenile vehicles made by 
retailers in this district. Accordingly 


| buying has been accelerated to some 


degree. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Scooters.—No. 109, $2.09 each; No 
110, $3 each. 


ee, Pe 11, $11.50 
each; No. , $12.75 each. 


“ivelocipedes No. 6, $2.90 each; No 
, $3.30 each; No. 46, $7.40 each. 


NAILS.—Price irregularities are re- 
ported in the Louisville market, but 
the local schedule remains undisturbed 
at the quotations given below. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Common wire nails, $2.95 per keg: 
cement coated nails, $2.95 per keg. 


modity is in slightly better demand | PAINT SUPPLIES.—Orders have been 


fairly good in the past two weeks, and 
jobbers are well pleased with the trend 
of affairs. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Ready mixed house paints, $2.75 
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per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2-barrel 
lots, 68c. per gal.; white and red lead 
in 500-lb. kegs, 13%c. per Ib. less 10 
per cent, 


PRESERVING EQUIPMENT. — Sea- 
sonal sales of this line have been about 


normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Preserving equipment, Capper No. 
100, $8.34 per doz.; Capper No. 1008S, 
$9.17 per doz.; Capper No. 101S, $10 
per doz.; Capper No. 200, 80c. per 
doz.; Capper No. 222, $16 per doz.; 
strainer set, No. 300, $10 per doz.; 
strainer stand, No. 301, $4 per doz.; 
strainer bag, No. 302, $2 per doz.; 
filter bag, No. 303, $4 per doz.; filter 
bag, No. 304, $4.80 per doz.; filter bag, 


No. 305, $6 per doz.; syphon filter, 
No. 400, $8 per doz.; filter disc, No. 
i01, $1.20 per doz.; hose guide, No. 


$02, 60c. per doz. 


OIL AND GASOLINE STOVES AND 
HEATERS.—Now that fall weather 
has appeared, the demand for these 
products has been greatly stimulated. 
Prices are given below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Oil Ranges.—Perfection in white 
porcelain with built-in ovens, No. 
339 with 5 Superfex burners, $140; 
No. 279, $120; Puritan with white 
porcelain with built-in oven, No. 249, 
$122. 

Oil Stoves.—No. 74 Perfection, 4 
burners, $29.50; No. 73 Perfection, 
$23.25; No. 72 Perfection, nga agg 
No. : 


Puritan, 4 burners, yee os 

Puritan, 3 burners, $23.25; No. 42 
Puritan, 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $100, 30 per 


cent; on all net purchases including 
and following $100 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during cal- 
endar year, annual bonuses of from 
2 per cent to 10 per cent will be paid, 
according to volume of business. 
Gasoline Pressure-Gas Stoves. — 
Puritan No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $26.50; 
Puritan white porcelain range with 
built-in ovens, No. 759, $128. 
Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 








Net price Net price 
each in 
unit pkg. unit pkgs. 


each, less 
Stock No. 





Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308. 2.81 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 53808.. 1.88 1.75 
B batteries, No. 2158.. 1.3 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. .38 .35 
A batteries, No. 6..... 40 .35 

Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10808 and 2308 are in unit pack- 
ages of 6; No. 2370 is in unit pack- 
ages of 10; No. 6 is in unit pack- 
ages of 50. 


ROPE.—There has been no change in 


this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
per lb.; 


Ocean Manila rope, 22'%4c. 


Sisal rope, l4c. per Ib. 


ROLLER SKATES.—Orders have been 
liberal in volume in the past two weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—Activities 


have been sustained at a good level. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Roofing Paper.—Light standard, 
$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70: heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, $25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib. 12%c.; in 5 Ib. cans, 9%c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed cement, 
36 Ib. to the case, $4.25 per case; in 
5 lb. cans, 12 cans to the box, 8%c. 
per lb.; in 10 lb. cans, 6 cans to the 
box, 74%4c. per Ib. 


REGISTER SHIELDS.—This line 


is 
moving in fair volume and dealers are 











SCREWS.—Business is 


in wood screws. 


» 


$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.: Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
coz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 
Hercules tile and porcelain cleaner, 
$2 per doz.; in gross lots, $1 per doz. 
Hercules Radiator Stop Leak, 8 oz 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per doz. 
Hercules boiler 
$1.50 each. 
Economy plumber, drain 
cleaner, $2 per doz. 1-lb cans. Same 
in 2-lb cans, $3.90 per doz. The 1-Ib 
size is packed 1, 2 and 8 dozen to a 
carton. The 2-lb size is packed in 
1 and 2 dozen cartons. 


liquid, quart cans, 


pipe 


about normal 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 60 off 
list; flat head brass screws, 50, 10 and 
5 off list; round head blue screws, 50, 


10 and 5 off list; round head brass 
screws, 50 and 7% o list; bright 
wire goods, 85, 20 and 5 off list. 


STOVE PIPE.—Dealers are finding it 
advisable to carry good stocks for the 
fall trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 


Stove Pipe.—29 crated 
pipe, 4 in., $10 per 100 29 
gage u.c. crated pipe, 6 in., $12 per 
100 joints, 29 gage u.c. crated pipe, 
7 in., $14.50 per 100 joints; 28 gage 
u.c. crated pipe, 6 in., $12.80 per 100 
joints; 28 gage u.c, crated pipe, 7 in., 
$15.35 per 100 joints. 

Elbows.—U.c. elbows, 4 in., 95c. per 
doz.; 6 in., $1.40 per doz.; 7 in., $1.85 
per doz. 


u.c, 
joints; 


gage 


STOVE BOARDS.—Shipments of this 
product out of local warehouses have 
increased in the past two weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


ei Stove Boards.—24 x 24 
in., $6.85 per doz.; 30 x 30 in., $9.90 
per doz.; 35 x 35 in., $14.60 per doz 

Wood-Lined Stove Boards.—24 x 24 
in., $11.40 per doz.; 30 x 30 in., $18.25 
per doz.; 36 x 36 in., $25.50 per doz. 


anticipating a good business. 






; houn diake mae dee bas: — We quote from Cincinnati jobbers’ | : 

42, 2 burner, steel drop door, $5.25. stocks: ' ‘ | VENTILATORS.—This fall seasonal 
a E a , Gem copper floor register, $12 per ls : eas ‘ ° 
Note.—Dealers’ discount on Per- doz: Ger copper. wall register, 6 | t¢m is beginning to move more rapidly. 


door, $2.70; No. 122G, 2 burner, glass | 
| 


fectio -uri ovens the same . - Star iaps ; i 
tion and Puritan " per doz.; Star japanned floor register, We quote from Cincinnati jobbers’ 





as on Perfection stoves. , ; 310 per _doz.; Star japanned wall reg- stocks: 
Wicks.—Perfection and Puritan oil | ister, $5.20 per doz. ‘ Cc tt =“ tilat , 
re . aa ° 5 . ; ont: ye ators ; , 
bees Mier diets ae seme | ow _ “— ' type, No. 923, $3.65; No. 937, $4: No. 
SANITARY PRODUCTS.—The entire 949, $5.50; No. 959: $6.05; No. 1537, 


as on Perfection stoves). 1549, $7:10, and N R26 
oa, ‘. ° 1¢ INO. ob 






i No. 








Oi! Heaters.—Perfection portable line given below continues active. ee a cg RE ge 
kerosene-burning room heaters, No. H : wifeA ipa inser a = ea 
1686, green porcelain, Pyrex globe, JOBBERS’ QUOTATIONS TO RE- <a oe ee ™ oe Saye: 
$16.50; No. 1526, black japan, Pyrex TAILERS, F.0.B. CINCINNATI: 1137, $5.30: No. 1145, $6.35: No. 1437 
globe, $9.75; No. 1530. black drums, Sa A meventite Stien CHANGES 100% $6.90, and No. 1445, $7.80, all prices 
nickeled trimmings, $9.25; No. 525, Desolvo special. pipe cleaner, 1) 02. per doz ’ ’ 
black drums and trimmings, $7.25. piesa poll pe! det. $215 ag ng Diamond E_ ventilators, all metal 

Note.—Discounts the same as on and in gross lots, $2 per doz. Desolvo, type, No. 01, $4.40; No. 02, $4.80: No. 
Perfection stoves. triple strength, 16 02. size, case of 2 03, $5.60; No. 1, $5.20; No. 2, $5.60: 

Nesco Oil Cook Stoves, 2 burner, doz. cans, $4 per doz.; half gross lots, No. 3, $6.40; No. 4, $7.60, and No. 5, 
$18.50 each list; 3 burner, $23.50 each $3.75 per doz.; in gross lots, $3.50 per $8.40. All Diamond E prices are pe! 
list; 4 burner, $29.50 each list; 95 doz. Desolvo, triple strength, in 2-Ib. doz 
burner, $41.50 each list. a cans, case of 1 doz cans, $7 per doz.; 

High shelves for above, 2 burner, and gross lots, $6.50 per doz, 2 IPING —__Dem: . 
$5.65 each list; 3 burner, $7 each list: Kloset Klean, 22 oz. size, less than WEATHER STRIE I ING. Demand for 
4 burner, $8.60 each list; 5 burner, case lots, $2.25 per doz.; case of 2 this commodity is brisk and dealers 
$10.50 each list. doz. cans, $2.15 per doz.; gross lots. P . re 

ak, Geienieis Widen, 40 ee = yp gg ol already are doing a good business. 
doz, list; chimneys complete, $2.50 Tubola, 12 oz. cans, less i case JOBBERS’ QUOTATIONS TO RE- 
each list: glass tanks with valves, | lots. $2.25 per doz.; case of 2 doz. ' 
$1.40 each list. | cans, $2.15 per doz., gross lots, $2 TAILERS, F.O.B. CINCINNATI: 

Nesco stoves and repairs take 30 per doz. : oa Wood and rubber weather strip- 

Chaco boiler liquid, single quarts, | ping, No. 1, $17.25 per 1000 ft.; No. 


per cent discount. i 
$2.50: half dozen quantity, $2 per qt., | 1%, $24 per 1000 ft.; No. 4, $34.50 per 


and dozen quantity, $1.75 per qt. 1000 ft.: No. 7, $41 per 1000 ft. 
RADIO BATTERIES.—Sales to deal- | Presto Products.—Oil soap, 16 oz. Wood and felt weather stripping, 
ers j itie j size, $2.60 per doz.; bowl] cleaner, 22 No. 71, $19.50 per 1000 ft.; No. 71%, 
be in rural communities continue to oz. size. $1.85 per doz; pipe opener, | $27 per 1000 ft.; No. 75, $46.50 per 
very profitable. 16 oz. size, $2 per doz.; tile and por- 1000 ft. 
celain cleaner, 16 0z. size, $1.20 per All rubber weather stripping. No. 
JOBBERS’ QUOTATIONS TO RE. doz.; Met-L-Shyn, 8 oz. size, $3.60 9. $21 per 1000 ft.: No. 10, $28.50 per 
per doz.; Silvershyn, 4% oz. size, : 1000 ft.; No. 11, $35.50 per 1000 ft. 


TAILERS, F.O.B. CINCINNATI: 
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Slightly More Interest Shown in Futures 
by Many of the Retail Merchants 


(Boston office of HARDWARE AGE) 

BOSTON, Sept. 25.—Indications are September will be a satisfac- 
tory month with the average retail and jobbing hardware houses. 
Business is moving along on about an even keel, in volume exceed- 
ing that of a year ago. Net profits, however, are smaller. -While 
the bulk of current retail buying is confined to seasonable and stand- 
ard merchandise, many firms are showing a little more interest in 
futures such as toys, brooders and incubators, garden hose, garden 
fencing and similar merchandise. They are not, however, very 
much interested in sleds, skates, snowshoes and the like, and jobbers 
are of the opinion that buying of such stock will come along slowly 
for some time, owing to the unsatisfactory weather conditions and 
to the sizable carryover last year. 

Of the current merchandise moving, roofing materials are, per- 
haps, the most active. It is evident that either the public is con- 
suming larger quantities, or that the retail trade was lower on stocks 
than generally anticipated. There is also a very satisfying call for 
food choppers and other merchandise commonly associated with fall 
canning of meats, fruits and vegetables. Collections, according to 
jobbers, are fair and somewhat better than a month ago. A ma- 
jority of the trade continue to pay small amounts on their indebted- 
ness to jobbers at a time. 





AUTOMOBILE ACCESSORIES.—The Fender Guards.—One to 49 count, 
° ° . ° 0 per cent discount; 50 to 249 count, 
automobile tire business is somewhat 40 and 5 per cent discount. 
spotty. Those retailers that specialize Horns.—Klaxon, quantities less 
i “cessories 2 i z i than $59 in list value, 35 per cent dis- 
i — _— _ doing well Taking count; in $50 and $199 ‘value, 40 and & 
the situation as a whole, however, re- per cent discount; in $200 value, 50 
tail sales are running ahead of those per cent discount 
927 Tire Chains.—One to nine sets, 30 
for 1927. per cent discount; 10 to 49 sets, 35 
JOBBERS’ QUOTATIONS TO RE- per cent discount; 50 to-99 sets, 40 
TAILERS, F.0O.B. BOSTON: per cent discount; 100 to 149 sets, 
Tires. Mansfield line, Clincher, 40 and 5 per cent discount; 250 sets 
heavy duty, 30 x 3%, $7.25 each; and more, 40 and 10 per cent dis- 
straight sides, 30 x 5%, $9.10; 31 x count. 
4, $11.40; 32 x 4, $12.10; 32 x 4%, Auto Clock.—Westclox line, plain 
$15.95; 34 x 4%, $17.25; 35 x 5, $23.30. dial, $1.50 each net; luminous dial, 
bg Mansfield line, truck, 8 ply, $2.10, 
32 x $20.55; 33 x 41,4, $21.30; 34 Xx +s 
o$t's ay 33 $31 +. ~ 34 . > | AXES.—Orders continue to flow 
J oo X oO, Olde NV, of X » | . ° | 
$32.40: 36 x 6, $46.60: 34 x 4, $60.15. | through jobbing channels, but the | 
ik 3, 98 = 35; 12 ply, 36 x 8, $85.35; 40 volume of weekly turnover is not large. 
x , . a 
Tires. Mansfield line, balloon, 27 x | The average retailer is stocking up on | 
474 z 


7.60 each; 30x 4.50, $8.90; 29 x | handles more freely than he is on axes 
$10.05; 30 x 4.75, $10.35; 29 x 5.00, 
$10. 40; 30 x 5.00, $10.75; 31 x 5, $11. 20; ' alone. 


bly, 5.25, rg “9 se JOBBERS’ QUOTATIONS TO RE- 








JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON: 
Blankets.—Stable, kersey, 76 in 


$1.60 each net; heavy burlap, 76 in 
$2.25; heavy burlap, buckskin lined 
72 in., $2.30; 76 in., $2.40; 80 in., $2.50 
84 in., $2.65. Heavy burlap, extra 


wide, 76 in, $2.40; 80 in., $2.60; 84 in, 

"Street. -~80 x 84 in., $2.20 each ne! 

S4 x 90 in., $2.75, $3.10 and $4.75. 
CHIMNEY CLEANERS. — Chimneys 
will need cleaning out between now and 
the end of October, and retail dealers 
should take account of cleaner stocks. 
The most popular kinds are quoted by 
jobbers as they were a year ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 


Chimney Cleaners.—Imp Soot Ie 
stroyers, $4 per doz. packages, net 
CHURNS.—We are nearing a period 
when many New England farms will 
turn to making butter in larger quan- 
tities. Indications are for compara- 
tively high prices this winter, an added 
inducement to make butter. Churns 
therefore should sell well during the 

next month or so. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. BOSTON: 
Churns.—Glass, churning capacits 
2 pts., $14 per doz. net; 5 pts., $23 
6 pts., $26.85. Glass jars for same, 


No, 20J, $5.15 per doz. net; No. 40J, 
$8.50; No. 603, $10.75. 


Metal Hand Churns.—One gal., $2.) 
each net; 14% gal., $3.85; 2 gal., $4.70 
3 gal., $5.85. 
COAL HODS.—With all kinds of stove 
and furnace accessories in demand, coa! 
hods are enjoying their share of ac- 
tivity. Retailers are taking galvanized 
as well as Japanned styles. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Coal Hods.—Galvanized, with wood 
handle, No. 515, $4.44 per doz. net: 
No. 516, $4.80; No. 517, $5.15; No. 518 
$5.63. Japanned, No. 6, $3.44 per doz 


| CONDUCTOR PIPE.—Many _house- 
| owners will require new conductor 


pipes within a comparatively short 
time. In fact, some of them already 


| are buying. Retailers are evincing 


x 5.25, be 30 x 5.50, $16.45; 32 
“y 5.77, $18.75; 30 x 6, $16 60: 31 x 6.60, Axes. — Standard makes’ without 
$17.10; 32 x ” 6.00, $17.40; 31 x 6.20, handles, $14.50 per doz. net. The 
$20.60; 32 x 6.20, $20.85; 32 x 6.75 usual extras for weights and handles | 
$22.50. | obtain. ; 
Tubes.—In lots of less than six, Handles. — Single bit, Woodman's 
Mansfield line, 30 x 3, $1.30 each; 30 Pride, 28 in., $7 per doz. net; New 
x 3, $1.40; 31 x 4, $2.10; 32 x 4, $2.10; | York, 30 in., $6.40; 32 in., $6.40; Sun- 
33 x 4, $2.20; 34 x 4, $2.35; 32'x 414, flower, 32 in., $4.86; Northern New } 
$2.50; 33 x 4%, $2.60; 35 x 4, $2.90; | York pattern, Triumph, 30 and 32 in., 
30 x 5, $3.25; 36 x 5, $3.65; 32 x 6, $5.30 per doz. net; Hercules, 30 and | 
$5.45; 36 x 6, $5.85; 38 x 7, $8.25. Bal- 32 in., $4.76; Success, 30 and 32 in., 
loon, less than 12, 27 x 4.40, $1.55 $4.05; Eagle, 30 and 32 in., $2.97; 
each; 29 x 4.40, $1.65; 30 x 4.50, $1.75: French pattern, Triumph, 28 in., 
in lots of six or less, 28 x 4.75, $1.85; $5.67: Hercules, 28 in., $5; Success, 
29 x 4.75, $1.90; 30 x 4.75, $1.95; 30 x 28 in., $4.16. } 
4.95, $2.05; 20 x 5.00, $1.95; 31 x 5, ‘ 
$2.05; 30 x 5.25, $2.25; 30 x 5.50, $2.70; BLANKETS. —Certain jobbers’ are 
30 x 5.77, $2.65; 33 x 5.77, $3; 31 x 


: 5.77, 3 aq, $3: 3 
6, $2.55: 33 x 6, $2.85; 32 x 6.20, $3: 32 securing | advance orders for blankets. 
x 6.75, $3.50; 34 x 7.30, $3.85. The buying movement is by no means 
Discounts.—An extra 5 per cent , wav reyv 
discount from the previous prices is | fully under way, however. It most | 
likely will be before the close of | 


allowed. 
Bumpers.—One to 49 count, 40 per September. Prices are about as they 
were last year. 





cent discount; 50 to 249 count, 40 and 
5 per cent discount. 


| more interest in such merchandise. 
| TAILERS, F.O.B. BOSTON: | 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 

Conductor Pipe.—Steel, 28 gage, - 
in., in lots of 25@ ft., 18¢c. per ft., list: 
2 in., 20e. Discount, 60 and 15 pe: 
cent Tonean, 28 gage, 2 in., 18¢.; ° 
in., 20e. Discount, 45 and 10 per cent 
Sheet steel, 28 gage, 2 in., 18c.; 3 in 
20c. Discount, 75 per cent. Highe 
prices are asked for smaller lots. 

Elbows.—Round, corrugated, steel 
2S gage, No. 2, 2 in.. 30c. each list in 
lots of 300; 3 in., 36c. No. 3, 2 in 
30c.; 3 in., 36¢. Discount, 60 and 1° 
per cent. Tonean iron, No. 2, 2 in 
f0c. each list in lots of 300; 3 in., 
i8c.; No. 3, 2 in., 40c.; 3 in., 38c. Dis- 
eount 55 per cent. Higher prices 
are asked for smaller lots. 


COVER LIFTERS.—More cover lifters 
have been sold by jobbers the past 
week or ten days than in any similar 
period in months. Prices are on the 
same basis as they were last winter. 
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erty 618. BOSTON: TO RE- Aroostock County, Me. and other | THERMOMETERS.—Sales of all kinds 
Tabver Lifters.—No. 21, 75c. per doz. || New England potato crops has started.| and makes of thermometers for de- 
net; No, 22, 90c. : | Numerous retailers have found them-| livery a little later in the year have 
FLUE SCRAPERS.—Numerous retail | selves short of stock, consequently the | started, according to jobbers, who ap- 
companies have recently laid in a sup- | local jobbing market is fairly active. pear confident that the gross business 
ply of flue scrapers, and jobbers feel | JOBBERS’ QUOTATIONS TO RE- | for 1928 will amount to more than the 
many others will do so shortly. |  TAILERS, F.0O.B. BOSTON 1927. 
4 | Potato Hooks.—No. 5, $11. 85 Po doz.; 
JOBBERS’ QUOTATIONS TO RE- No. 6, $12.80; No. 5BN, $11.85; No. JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8. saci i 6BN, $13.05. TAILERS, F.O.B. BOSTON: 
cr —stove 0. ), i. 4 . . | om 
per ace. Bote | SAWS.—Now is the time for every-|  giass to rend less than 40 deg., Sin, 


HAMMERS.—Although the market is | body to take account of stock. Jobbers| $8 per doz. net; 10 in., $10. ’'White 


enamel on steel, three point test, 





by no means active, there has been a | firmly believe saws of all kinds will sell} complete with bracket, §7.20.. Storm 
satisfactory stocking up by retailers |freely during the next four or five | i “2 wLder 8 inn’ Site 8S ana 
or this time of the year. There is also | months. They are prepared to make} = 739. 10" jn.” $14.40.’ Wood framed 
y ; ; | $. 
a call, although not a large one for | shipments so desired. ae Pe eee 
machinists’ heavy hammers, etc. JOBBERS’ QUOTATIONS TO RE- | 57. é ees : 
ERS’ OTATIONS TO RE TAILERS, F.0.B. BOSTON | Indoor.—Standard makes, 8& in. 
JOBB s Qu . Wood Saw Frames. —No. “03, $5.85 } $7.20 per doz. net; 5 in., $3.90; bath, 
TAILERS, F.O.B. BOSTON per doz. net; No. 50, $6.50; No. 40, $10.80: dairy 1.80: candy 
Nail.—No. 11, $12.65 per ‘us. net; $7.48 $0, dairy, 8S in., $1.80; candy, 
N oan. i °1 ic hae 6030. . , $14.40; oven, $14.40; fat fry, $1.20 each 
o. 11%, $12 .60; No. 12%, $11.03; No. } Blades.—No. 6, 30 in., $5,20 per dee. Ph a i : ; 
12, $11.82; No. 18, $10.50; No. 14, $9.98: | net; 32 in., $5.85; No. 11, 30 in., $6; | VENTILATORS.—There is, in the 
No. 711, -65; No. eo, -60; No. in., $6.65; No. 45, 32 in., $5.50. cans ‘ ae « : : 
12, $11.82. ia Gomplete Sets.—-No. 150, $12.75 per |opinion of jobbers, an improvement in 
re may a cage Fagg to | doz. ms No. 150 ae. $13.65; the movement of ventilators out of 
net; No. > 5.94; No .04; | No. 40, $15.55; No. 45, $15.20; No. 111, | J : ae Shen 
No. 72, $13.13; No. 73, $12.19;' No. 74, | $16.35. . | Stock, yet it is admitted to be small. 
$11.25; No. 75, $10.32; No 76, $9.54; Cross Cut.—Atkins, No. 41% ft. | JOBBERS’ QUOTATIONS TO RE- 
No. 77, $8.91; No. 78, $8. 44; No. 79, | $4.80 each net; 5 ft., $5.40; 5% ft., $6. | TAILERS, F.0O.B. BOSTON 
$8.13; ~ No. 388, 4% ft., $2.60; 5 ft., $2.95; 5% Ventilators. — Window, sliding 
Heavy.—Striking, 4 Ilb., i4c. each | ft., $3.20. No. 379, 41% a... 62.965 5 | screen, Continental wood frame ven- 
net; 6 Ib., 91c.; 7 Ib., 98c.; No. 10, ft., $2.18; 5% ft., $2.39. Disston, one- tilators, No. V836, $3.60; No. V923, 
$1.26; No. 12, $1.47. "Hand drilling, | man, champion tooth, No. 2 fine, 3 ft. | $4.05; No. V937, | $4.50;' No. _V949. 
3 lb., 84c. each net; 3% Ib., 88c.; No. | $2.40 each net: 3% ft., $2.80; 4 ft., $6.10; No. V959, $6.75; No. V1537 
4, 95c. Mason, 3 Ib., 84c. each net; } $3.20; 4% ft., $3.60. Four-cutter, No. | $5.85; No. 1549, $7.80. Prices are per 
4 Ib., 91c.; 5 Ib., $1.12; No. 6, $1.26. D110, 3% ft., $3.80. Docking, No. 196, | dozen net. 
Spalling, 8 Ib., $1.33 each net; 10 Ib., | 24 in., $23.40 per doz.; 30 in., $31.20. Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20: 


$1.68; 12 Ib., $2.03; 14 lb., $2.31; 16 Ib., | Two-man Disston, narrow Triumph { 
$2.61. champion, toothed No. 286, 4% ft., $2 | No. 1137, $5.50; No. 1145, $6. 30: No. 
PICKS AND MATTOCKS.—Retailers each; 5 ft., $2.20; 5% ft., $2.45; 6 ft., | 1437, $7.30; No. 1445, $8.10. Prices are 
> i s | 


$2.60. Triumph Tooled No. 598, 5 per dozen net. 


are finding a sale for picks and mat- ft., $2.95 each; 5% ft., $3.20. Diamond E, metal frame, No. 01, 
. . y r ‘ ala hl . y 9 e J¢ r 5.60: lo. 
tocks, and in turn are ordering goods STORM WINDOW FASTS.—People ft NS ae Es ee 


are beginning to clean and paint their No. 4, $7.60; No. 5, $8.49. Prices are 
per dozen net. 


WEDGES.—Now is the time to stock 


for immediate as well as for future 
use. Prices have not changed in more | storm windows and are finding it nec- 





than a year. ; essary to replenish fasts, which makes me | 
JOBBERS’ QUOTATIONS TO RE- for a retail as well as a good jobbing | UP 0” wedges and mauls if it is neces- 
TAILERS, F.0.B. BOSTON demand. sary to do so. Jobbers are prepared 
Picks.—Railroad, 40 and 10 per cent } > , 
discount; adze eye, contractors, 40 | JOBBERS'’ bp te he a TO RE- | to make prompt deliveries. 
and 10 per cent discount. TAILERS, F.O.B. BOST JOBBERS’ QUOTATIONS TO RE- 
Mattocks.—Cutter, 40 and 10 per Storm Window Facts, ~-Marviil, | TAILERS, F.0.B. BOSTON 
cent discount; pick, 40 and 10 per galvanized, $6.75 per doz. sets net; | Wedges.—Popular makes, % Ib., 
cent discount; grub hoes, 40 and 10 Dolver, $1.35 per single doz.; hang- | 19c. each net; 1 Ib., 20c.; 1% Ib., 
per cent discount. ers, Stanley, No. et. $9.70 per 26c.; 2 Ib., 30c. 
: gross sets net; No. 1728Z, $5.97 per ; Mauls.—Straight, 6 Ib., $1.05 eact 
POTATO HOOKS.—Harvesting of the; fon ae OL et Te ee 8 i, Fe it 


Chicago Jobbers’ Volume About 


The Same as Last Year 


(Chicago Office of HARDWARE AGE) doz.; Blue Bird, luminous dial, $21.12 
per doz.; Sleepmeter, $16.80 per doz.; 


CHICAGO, Sept. 25.—The jobbers’ business at the present time Sleepmeter, luminous dial, 1325.20 bet 

° ° doz.; America, $12.60 pe Oo 3¢ 
compares favorably with 1927. Increased demand is expected dur- Rem’ Delune, colored ansertment of 
ing October and through the pre-holiday season. Seasonable goods | green, $7.92 per assortment. Display 


three clocks, 1 each rose, blue and 


are showing considerable activity. Stocks are ample. | See eee eee 

The new revised prices on oi] stoves will be included in next week’s | _—_ walnut, old Peat, Ei, ELOGe SAS 
report. Hides are advancing. Leather goods, already high in of six, one of each finish, $9 per as- 
price, will no doubt advance further. Other items are steady and oy Tock, assorted” 
without change. | oa dik Ran’ tinea ten Wee. 

Steel mills in the Chicago district continue to operate at 80 per) pt? her dee a New, Waven Tom 
cent capacity. The steel situation remains favorable. Steel prices | Yew Haven Tidy Tot. $26.40 per doz: 
— showing a slightly stronger trend. el a Watch. ‘silver dial. $1584 


Middle West agricultural reports are the best in several years. per doz.; New Haven Quintet’ Penta- 


gon Watch, radium silver dial, $19.92 


The credit situation is fair. Better collections are expected during per doz. 


the fall. AUTOMOBILE ACCESSORIES.—The 
——$——— demand for tires and tubes is good. 
ALARM CLOCKS.—tThe better grades Big Ben, $27.48 per doz.; Big Ben Prices are firm. 
luminous, $37.92 per doz.; Baby Ben, | 9 
are moving freely due to the fact that | $27.48 per doz.; Baby Ben, luminous, | ie SyoTarions TO RE- 
de | $37.92 per doz.; Ben Hur, $21.12 per | , F.U.B. : 
alers find wey little profit in low doz.; Ben Hur, luminous, $29.52 per | Spark Plugs.—Splitdorf, for Fords, 


priced alarm clocks. | doz.: Blue Bird, plain dial, $14.64 per | 50c. each; regular, 58c. each: Cham- 

















1928 
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pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Lights. — Appleton, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25: 32 x 4 Liberty, 
ee 20; heavy duty, $12.10; tires, 29 x 

4.40, $3; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 31%, $1.40; balloon tire 
vee, gray, 29 x 4.45, $1.65; 32 x 6.20, 


No. 3280, 


1% in. cylinder, 


saasetbiten are increasingly active, 
with best demand for the quality 


grades. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handled axes, warranted oe. 
single bit, 3 to 4 lb., $18 to $20 per 
doz.; double bit, 3 to 4 Ib., $23. to $25 
per doz.: handled axes, servic se grade, 
single bit, 3 to 4 Ib., $15 per doz.; Boy 
Scout axes, $11.50 doz.; motor ‘hand 
axes, $12 doz. 


BICYCLES.—School is responsible for 
a good demand and prices are steady 
at present, though advances are pos- 


sible by Jan. 1. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Double Bar Moto-Bike Model, $26.25; 
ladies’ model, $25.90; girls’ and boys’ 
juvenile model, $23.60. 


BOLTS AND NUTS.—Normal demand 


at steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BOTTLING SUPPLIES.—Sales_ con- 
tinue in fair volume. Crown caps have 
declined 1c. per gross. Prices other- 


wise are steady. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Syphon hose sets, $5 per dozen; 
bottle cappers, improved model, $9 
per dozen; 16-oz. clear bottles, $5.50 
per gross. Crown caps, double laq., 
in bulk, 15c. per gross. 


BUILDERS’ HARDWARE.—The de- 
mand is moderate to good at steady 


prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3 per 
doz. pair, case lots; less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass, bit-keyed 
front door sets, $2.60 per set; cylin- 
der front door sets, $6 per set. 

CARPET SWEEPERS.—Demand is 
normal at steady prices. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bissell’s standard, $36 doz.; Uni- 
versal japanned, $42 doz.; Universal, 
nickeled, $48 doz.; Grand Rapids 
japanned, $44 doz.; Grand Rapids, 
nickeled, $48 doz.; American Queen 
$48 doz.; Parlor Queen, $56 doz.; Elite. 
$60 doz.; Grand, $60 doz. 


| CHAINS.—Halter chains and cow ties | 
Fall weather is needed to | 


are active. 
boost sales of other chains. 
the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

%-in. proof cow chains, $8.50 per 
100 lb. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-44% electric welded cow ties, 
2.75 per doz. 


Prices are 


Better than normal demand at un- 
changed prices. 


JOBBERS'’ 4 pb od TO RE.- 
TAILERS, F.0.B. CHICAGO: 








Copper rivets and burrs, 40-10-5 
per cent discount. 


COTTON GLOVES.—There is an ac- 
tive demand for gloves for husking. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


ELECTRICAL MERCHANDISE. 
Flashlights and flashlight batteries are 
active. The demand for electric heat- 
ers has started. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.—No. 14 rub- 
ber covered wire, $6 per 1000 ft.; in 
less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; % in. brush brass key 
sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7%c. each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 36c. each. 

Electrical Appliances. —Iron Hot 
Point, $4.20; in lots of six, $3. 90; Sun- 
beam, $5; lots of six, + 75; Percola- 
tor, Universal 9169, $16.6 

Radio Supplies. it Radio. B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97 No. 485 Layerbilt 
battery, less than standard pac ‘kages, 
$2.22 each; standard packages, lots, 


$2.06 each. 
Radio a X- 201A, iz 05; UX- 
199 $1.57%; UX-227, $3.50; UX-171-A, 


Battery Chargers.—Apco line, lots 

of less than 10, $9.90 each. 
EMERY CLOTH.—Usual 
prices steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

No. 00, $20 per ream; No. 1, $22 per 
réam; No. 2, $24.50 per ream. 

FALL SPORTS.—The demand is large 
for boxing gloves and footballs. Prices 
are firm. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO 

Official stemless waterproof foot- 
balls, $2.95 each; Pane son footballs, 
$1.15 each; Prep footballs, $1.70 each. 
Good quality curled . filled boxing 
gloves, padded cuff, $4.35 set 

FILES.—Demand is normal. 
steady. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
list; — Diamond files, 50 per cent 
off 1 

FLINT ‘PAPER.—Good demand at firm 
prices. 

JOBBERS' ot ap ee) TO RE. 
TAILERS, F.0.B. CHICAGO: 

First quality, 9 x 1 yond size 0, 
$3.50 ream; size, 00, $3.50 ream: size 


demand, 


Prices 


%, $3.75 ream; size 1, $4.25 ream; 
size, 1%, $5 ream; size, 2, $5.75 ream: 
size 2%, $6.75 ream; size 3, $7.50 
ream. 


steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
No. 0 wood, $3.75 each: No. 1 wood, 





COPPER RIVETS AND BURRS.— 


FRUIT PRESSES.—<Active demand at | 


$7 each; No. 2 wood, $9.25 each: 6 qt. 
tin cylinder, $4. 15 each; 12 qt. tin cyl- 
inder, $5.80 eac 


GALVANIZED WARE._With husk- 
ing in progress galvanized baskets are 
in active demand. Prices remain low 
| and steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO 
Standard galvanized after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7.65; 10 qt., B seat 1 gy after made 
pails, $2; 12 $2.25; 14 qt., $2.50: 
1 gal. all Pan go Ph oil cans, spec ial, 
$2.35 doz.; 2 gal., $4 doz.; No. 3 
gal., $5.75 doz.: 5 gal., $7 doz. ; 1 bu. 
galvanized baskets, $6.25 doz.; No. 
26 bailed % bu. galvanized measure. 
$4.50. 
GLASS AND PUTTY.—Window glass 
business is opening up nicely. Prices 
are unchanged from the advance of 
Aug. 15. 
JOBBERS’ agit yo TO RE. 
TAILERS, F.0.B. CHICAGO 
Single strength A, all brackets, 87 
per cent discount; single strength B. 
all brackets, 88-5 per cent discount; 
double strength A, all brackets, 7 
per cent discount; double strength B, 
all brackets, 88-5 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Nail 
hammers in great variety of values are 
available, and are selling freely. Shop 
tools in general are selling well. Prices 
unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
| TAILERS, F.0O.B. CHICAGO: 

Hammers.—First quality, 10 ounce 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets. — First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16.40 doz.: 
medium quality hatchets, No. 2 
shingling, $8 doz.; medium uality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, HICKORY.—Sales are 
heavy on axe and sledge handles, eas- 
ing off on hammer and hatchet handles. 
Prices and gradings remain well stand- 
ardized. 


JOBBERS’ pithy TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 1 (new B. W.) hickory, $4 doz.; 
No. 2 (new B. R.), $3 doz.;: second 
growth hickory (new A. W.), $5 doz.: 
finest select second growth hickory 
(new A. A.), $6.50 doz. 

Hatchets and Hammer Handles.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A 
W.), $1.80 doz. 


HINGES.—Fair demand. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 

Heavy strap hinges in bundles, i 
in., $1; 5 in., $1.30: 6 in., $1.85; 8 in., 
$2.62; 10 in., $4.20 per doz.; extra 
heavy T hinges in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96; 10 in., $4.80 per doz. 


HUNTING CLOTHES.—Active de- 
mand at steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Drybak waterproof coats, $56 per 
doz.; Drybak breeches, $26 per doz.;: 
Drybak hats, $14.30 per doz. 

/NAILS, WIRE. AND STAPLES.—Mar- 
| ket is steady and strong, while general 
sales remain at good levels considering 
| the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

L.c.l. quantitties common wire and 
cement coated nails, small orders out 
of Chicago stcok, $3.10 per keg base. 
Mill shipment price is $2.95, base. 
Carload (36,000 Ib.), base, for mill 
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shipment, still lower. Steel cut nails, ; JOBBERS’ QUOTATIONS TO RE.- $11.30; 14 in., $12.70; 16 in., $14.65; 18 
~ iii: eblieiies whe £4.90 | TAILERS, F.0.B. CHICAGO: } in., $16.65. 

No. 9 black alee Wire, 95-00 5-ft. narrow Champion tooth, $1.55 r x . ties P 
per i. Bo ag RE ihn agel plain ' each; '5%-ft. wide Champion ‘tootn, |STOVE GOODS.—Active demand. 
Eeeole pe Ph ot edits at hoe wr. re each ; o%4-ft. wide Lance tooth, | Prices are low and steady. 
$3.30 per, 100 1b.; polished fence | tooth, $2.46 Poi 9 one man Champion | JOBBERS’ QUOTATIONS TO RE- 
staples, $3.55 per 100 Ib. | ; R ; TAILERS, F.0O.B. CHICAGO 

PAINT BRUSHES —Spring orders are SAWS, HAND.—Demand active for | Coal hods, galvanized, 17 in., $4.50 
ing placed by deal les | the new improved line. Prices remain | 10. 85, 402.: dampers, reversible epin- 
being placed by dealers. 1929 samples | dle, 6 in., $1.25 doz.; dampers, non- 
bein carried by jobbers’ salesmen steady. | reversible spindle, 6 in., $1.15 doz.; 
are : ng s . . JOBBERS’ QUOTATIONS TO RE. | elbows, 28 ga., 6 in. corrugated, $1.35 
Prices are steady. | TAILERS, F.O.B. CHICAGO: doz.; fire shovels, colored handles, 
ERS’ QUOTATIONS TO R egg cage ot F heavy fine finish, $2 doz.; pipe, 28 ga., 

JOBB Q S TO RE- 5.28 in., $29.50; doz.; 26 in., $33 doz.; 6 in., lle. to 13c. joint; rugs, con- 
TAILERS, F.0O.B. CHICAGO: 26 in., $49.95 doz.; Special 26 in., Com- goleum stove, 4% x 414, assortment 

4x4 —_ a. = “gl : in. petition, $6.60 doz. } of 6, $8.28 assortment. 
triple thic varnis rushes, $9.20 1a Pat ta y 
ig | SAWS, WOOD OR BUCK.—Very good | VELOCIPEDES. —Good demand on 

PAINTS AND OILS.—Fair demand. | fall demand. Prices unchanged. | future as well as current orders. Prices 
| JOBBERS QUOTATIONS TO RE- | remain steady. 
Aug. 28. Single braced frame common tooth TAILERS, F.0O.B. CHICAGO 


blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame common tooth 
blade, $11.40 doz. 


Tubular velocipedes, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7.25 
each; 22 in. front wheel, 14 in. rear, 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 83c. 
per gal.; 5-barrel lots, 80c. per gal. 


Prices unchanged from reductions of 
re. Ao See eane | JOBBERS’ QUOTATIONS TO RE- 
| 


Linseed Oil, Boiled.—Barrel lots, | SCREWS.—Sales are very good up to $9.25 each. 
85c. per gal.; 5-barrel lots, 82c. per lthe b f e e ‘ 
= e best fall records. Prices are un- | WAGONS.—Normal demand, prices 
Denatured Alcohol. — Barrel lots, | changed. | steady. 
58i%c. per gal.; steel drums, extra, , 
$6, returnable. JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- 
Turpentine.—Drum lots, 67c. per TAILERS, F.O.B. CHICAG TAILERS, F.0.B. CHICAGO: 
gal., net. (New lists Jan. 3, 1928.) o lat bright 14% x 33%, steel wagon, 10 in. disk 
White Lead. 5100 lb. lots, $13.2 am 50 screws, 50 per cent; round head, wheel, % in. tires, $3 each; 16 x 36 in. 
Ib. lots, $6.75; 25 lb. lots, $3.40; 12% blued, 45 per cent; flat head brass, 45 wood wagons, 10 in. wheels, % in. 
Ib. lots, $1.75. = round head brass, 40 per tires, $2.85 each. 
Shellac (4% lb. cuts).—White, $2.58 cent. : 
per gal. in barrel lots; orange, $2.26 ; WEATHER STRIP.—Very active de- 
per gal. in barrel lots SHOVELS.—Demand continues good, | mand at steady prices 
English Venetian Red.—In barrels, especially for grain scoops. Prices ah 
5\4c. per Ib.; in 100-lb. lots, 6%c. per JOBBERS’ QUOTATIONS TO RE- 
Ib. i steady. TAILERS, F.0.B. CHICAGO: 
Dry Paste.—Barrel lots, 7¥c. per JOBBERS’ QUOTATIONS TO RE- Home Comfort, $32 per 1000 ft.; 
Ib. TAILERS, F.0.B. CHICAGO: Nu-Strip, $15 per 1000 ft.; Bomeco, 
J type A, in., $2.40 per 100 ft.; Bo- 
PREPARED ROOFING.—No recent eS, NE Seen” eee, ea ieee oe ty in, $3.20 per 100 
7 ‘ polished, $14.50 per doz.; No. 2 shov b 
price changes. The demand continues els, common grade, polished, $12.50 ft., Bomeco, type AR, % in., $2 r per 
very active per doz.; No. 10 grain scoops, pol- 100, Ete; Bomeco, type BR, 1% in., 
y : ished, $15 per doz.; No. 12 grain $3.20 per 100 ft.; Tac-Ezy, 36 x 36 
JOBBERS’ QUOTATIONS TO RE- scoops, polished, $16 per doz.; D han- window, 90c. each; Tac-Ezy, 42 x 42, 
TAILERS, F.O.B. CHICAGO: dle furnace scoops, intermediate 3 inn la 3 x 7 ft. doors, 
Best grade slate surface prepared grade, $8 per doz.; D handle furnace Wied thew _ . oF ; 
roofing, 32.25 per square; bent prade scoops, competitive grade, $5.25 per ove apt gman Fiyer sleds, 35 per 
tale surfaced, $2.25 per square; me- doz. stick ct ae 


dium tale surface, $1.75 per square; SOLDER AND BABBITTS.—Prices | WRENC HES.—Good demand continues 


light tale surface, $1.05 per square; 





red rosin sheathing, $55 per ton. . unchanged but easier. Orders are in | at steady prices. 
— u Vv " JOBBERS’ QUOTATIONS TO RE- 
PYREX WARE.—Very good demand. | usual a TAILERS, F.O.B. CHICAGO. 
Prices steady. JOBBERS’ QUOTATIONS TO RE- Agricultural wrenches, 60-10-5 per 
: JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.8. CHICAGO: | cent discount. Coes’ wrenches, 40-10 
‘ Warranted 50-50 solder, $35 per 100 per cent discount; engineers 
TAILERS, F.0O.B. CHICAGO: 16: di Agee 1 ip 100 | = spe ae 
_wN 919 7.20 doz.: -; medium 45-55 solder, $33 per | wrenches, 50-10 per cent discount on 
_Bread Pans.—No. 212, $7.2 hes lb.; tinners, 40-60 solder, $30.50 per new list; Stillson wrenches, 70-10 per 
No. 214, $12 doz. 100 lb.; high speed babbitt metal, $20 | cent discount; Trimo, 70-5 per cent 
Pig Handled Casseroles.—Round, per 100 lb.; standard No. 4 babbitt } discount. 
No. 622, $12 doz.; No. 623, $14 doz. ; metal, $12 per 100 Ib. | Snap-on Wrenches. — Radio and 
Oval, No. 632, $12 doz.; No. 533, $14 : 7 electrical sets in metal cases, $2.75; 
doz. ; Shallow Oval, No. 642, $12 doz.; STEP LADDERS.—Demand is fair. No. 111, Master Service Set, $15.65: 
No. 642, $14 doz. Prices are low No. 202, Heavy Duty Set, $9.75; No. 
Pie Plates——No. 208, $6 per doz.; . 404, Flexible Socket Set, $7.50; No. 
No. 209, $7.20 per doz. JOBBERS’ QUOTATIONS TO RE- 608, Crankcase Drain Plug Socket, 
Pb ty ore cops = doz.; 4 cup, TAILERS, F.O.B. CHICAGO: $3.55; No. 900, Square Socket Set, 
OZ cup, doz. Sane ane ie os <a. 3.70; No. 1878, Giant ‘‘Snap-on’”’ 
Utility Pans.—No. 231, $8 doz.; No. ul cen ee ee = with extra heavy duty ratchet, $30.55. 
232, $14 doz. extension, 26c. per ft. : . gs All Snap-on Wrenches less 33% per 
cent discount. 


Iced Tea Sets.—$4 per set. 
ROPE.—Current sales are quiet at firm 
prices. 

JOBBERS’ QUOTATIONS TO RE- 


STEEL SHEETS.—Manufacturers offer —— 


fourth quarter contracts on a higher . a | 
price basis, though local jobbers’ prices New Perfection Display Piece 


TAILERS, F.0.B. CHICAGO: remain unchanged. Manufacturers ad- An attractive new display piece is now 
Beat mae, ented, Mepate [oes vise that cash discounts on this line | being supplied by the Perfection Stove 
tb: a 1 cieaa, 10skc. per Ye; Ree 2 will be reduced Oct. 1 to % of 1 per | Co., Cleveland, Ohio, to dealers handling 
sisal, 131%%c. per Ib. cent. Perfection kerosene-burning room heaters 
SASH CORD.—Good demand at steady JOBBERS’ QUOTATIONS TO RE- It is made to fit over the top of the 
orices TAILERS, F.0.B. CHICAGO: Menten. 
Se 28 gage galvanized sheets, $5.30 per 
JOBBERS’ QUOTATIONS TO RE- 100 Ib.; 28 gage black sheets, $4.20 
TAILERS, F.O.B. CHICAGO: per 100 Ib. 
No. Is, $8.15 
doz. hanks; No. 3.0.35 oy dos. STOVES.—Better than usual demand. 
hanks. Prices remain unchanged. 
SASH WEIGHTS.—Prices are low and JOBBERS’ QUOTATIONS TO RE- 
wathanged with strong demand. TAILERS, F.0.B. CHICAGO: 
Crusader black finished parlor heat- 
JOBBERS’ QUOTATIONS TO RE- er, $19.50 each; Crusader porcelain “(| 2 
TAILERS, F.0.B. CHICAGO: enamel finish, $26.50 each; Tappan AID CIN Oe 
Standard sizes, 3 to 20 lb., ton lots, wood Cola Parlor heater, $51.25 each; ics, OE ie 12 Sahhb 
$36 ton; smaller lots, $38 ton. 16 in. Economy, $66.95 each; Economy OL ONTT ia 


$72.45 each; oil heater, 12 in., $6 each; 
SAWS, CROSS CUT.—Normal de- oll heater, 14 in., $8 each; oil heater, 

16 in., $9.50 each; oil heater, 18 in., 
mand. Prices are little changed from $11.50 each; hot blast with mica door 


last season. and ashpan, nickel trim, 12 in., 
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September Hardware Business Encouraging 


—New York Trade Preparing for Holidays 


NEW YORK, Sept. 25.—September business has been very encour- 


aging in this wholesale hardware market. 


If the remainder of the 


year shows the same progress, the volume of 1928 should average 

about on a par and in some instances better than 1927’s record. 
The trade is preparing for holiday business buying toys, silver- 

ware, cutlery, electrical merchandise and kindred items suitable for 


Christmas gifts. 


It appears that the hardware trade is planning an 


early start for Christmas business. 
Regular fall lines are fairly active, particularly weatherstrip, 


ventilators, axes, and a few stove accessories. 


Prices are generally 


the same and collections average slightly better. 

Wholesalers feel that with the possible exception of snow goods, 
retail stocks show very little carry over from last year, so they 
expect a substantial wholesale business in all fall and winter lines. 


BATTERIES.—Demand continues fair- | 
ly active. Interest in political activities 
and the impetus of the radio show held 
in New York last week have helped the 
sale of this merchandise. Prices are 
the same. Stocks appear adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: | 

Dry cells, No. 6, ignition type, | 
32%c.; No. 7111, same type, 35%%c. 
each, 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, $2.06 each; in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt, No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
485, $2.22 each; in units of 5, $2.97 
each. 


BOLTS AND NUTS.—Moderate sale 
is reported. Prices are the same and 
stocks are satisfactory. 


JOBBERS’ QUOTATIONS ~ RE- 
TAILERS, F.0.B. NEW YOR 

Carriage bolts, 55 off “9 Case 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, 4% by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1\%, 30 off 
list. | 

Coach screws, 55 off list. Case lots, | 
60 per cent off list. Step bolts, 50 | 
per cent off list. | 

BUTTS.—Light demand reported at | 
prices indicated. Stocks are ample. 

JOBBERS’ QUOTATIONS | ro RE. | 
TAILERS, F.O.B. NEW Y | 

Steel butts, 3% by 3%, Ang case lots, 
18%c. per pair. Less than case lots, | 
19c. per pair. 

CARPET SWEEPERS.—Steady de- | 
mand is found here. Prices are firm. 
Stocks are in good condition. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Jrand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 

CLOCKS.—Clocks are becoming more 
in demand as the season progresses. 
Trade is preparing for an active holi- 


| FLASHLIGHT UNIT CELLS. 


day sale. Stocks are good. Prices are 


the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, oe Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 
nous, $2. 

E 2 luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, ‘$1.05. 

Auto clocks, b> ee plain, $1.76; 
same luminous, $2.4 


CLOTHES rea been very 


active with prices the same. Stocks 
are satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Outdoors clothes dryers, $10 each. 
Second grade, $7.25 each. Prices 
are net. 
FRUIT PRESSES.—Has been very 
active. Current demand is fair. Prices 
are the same. There is a fair demand 
for replacement parts. Stocks are 
adequate. 
JOBBERS’ QUOTATIONS a RE.- 
TAILERS, F.O.B. NEW YOR 


Fruit ae a: me al No. 
0, $6; No. 21, $7.5 $8.50; No. 
22%, $10.50; No. %, Sia 50: and No. 
24, $18. Prices are each. 

Ratchet type fruit presses, No. 5A, 


$10.50; No. 5, $13.50; No. 3A, $18.75; 
No. 3, $24 No. 2B, $27.75, and No. 
2A, $33.75. Prices are each. 


Juicy fruit presses for home use, 3 
qt., $3.60; 6 qt., $4.50; 12 qt., $6.20. 
Prices are each. 

Fruit crushers, No. 14, plain type, 
$5.25; No. 11, wheel crusher, $7.13; 
No. 8, wheel crusher, $9; No. 30, galv. 
plain crusher, $6.25; No. 20, galv. 
crusher, $10; and No. 25, wheel fruit 
crusher, $11.25. Prices are each. 





sale at new prices. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Eveready Flashlight unit cells, 
No. 703, 1914c.; No. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 13c.; No. 
761, 19%c.; No. 950, 61%4c.; No. 935, 
6%c.; No. 409, 32%c.; No. 705, 19%c. ; 
No. 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


| FLASHLIGHTS.—New prices are be- 


ing maintained. Demand is fairly 
good. Stocks are in good condition. 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10; 
No. 2672, $2.08; No. 2674, $2.08; No. 
2697, $1.49; No. 2642, $2.73; No. 2644, 
$2.73; No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 

Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


NAILS.—Normal business being done 
with prices fairly uniform. Stocks are 
adequate. 


JOBBERS’ oe ptt hye J eg RE. 
TAILERS, F.O.B. NEW YOR 

Common wire. nails, ani, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 10d, $3.75 per keg. 
Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg; 8d, 
$6.35 per keg, and 10d. $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


OIL HEATERS.—Demand - starting 
slowly in this section but trade expects 
a very active fall business. Prices are 
the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 

Perfection oil cook stoves, No. 339 
full white porcelain enamel, 4 stand- 
ard. 1 Giant Superflex burner, built- 
in oven with white cabinet, $140; No. 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
ers, $17.50 for stove alone and with 
black cabinet, $22. 

These are list prives subject to a 
discount of 30 and 5 in lots of 10 or 
more and for lots of less than 10, 30 
per cent off list. 

Nesco oil cook stoves, No. 500, $80; 
No. 400-L, $55; No. 400-R, $55; No. 
212-1102, with high shelf, $22.75; No. 
213-1103, with high shelf, $28.50; No. 
214-1104, ‘“"% high shelf, $36; Nesco 
ovens, No. $2.15; No. 10, $3.75; No. 
20, $4.50; a No. 301, $6. 40. 

These are list prices subject to a 
discount of 30 and 5 per cent. 


RADIATOR SHIELDS.—Early _inter- 
est is only fair. Stocks are ample and 
prices not expected to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Radiator Shields, oa adjustable, 


No. 1, $4; No ‘* 4.50; No. 2, $4.50; 
No. 3, $5; a $5; “e. 5, $5. 50: No. 
6, $6; No. ” $6; No. $6. 50; No. 8, 
$7. Those pm ol ody ‘list per each 


and subject to dealers discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


PREPARED PAINTS.—A majority of 
leading paint manufacturers are re- 
ported to have issued new prices show- 
ing some declines. Outside house paints 
were reduced 35 cents per gallon; both 
first and second grades, flat paints, 20 


| cents per gallon and interior gloss 


| finish paints 25 cents per gallon. Prices 


were announced last week and became 
effective at once. 
ROLLER SKATES.—The demand is 
only fair. Prices are firm. Stocks are 
in good condition. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Roller skates, extension web 
and toe straps, plain steel rolls, 


heel 
72¢. 
and 


per pair; same with toe clamps 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 


contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt 
per 100; adjustment binding bolt 


65e. 
nut, 65c. per 100, and toe clamps, 
12c. per pair. 


Chieftain line, No. 400, for either 
boys or girls, self-contained ball bear- 
ings, $1.45 per pair. 

SASH CORD.—Decline is reported on 
Aetna and Sachem brands. New prices 
are shown here. Sale is fairly good. 
Stocks are satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. NEW YORK: 


Sash cord, Samson Spot, No. 8, 
65c.; Aetna No. 8, 27% to 29%c. 
Phoenix No. 8, 39 to 4le. 
No. 7 is le. higher and No. 6 is 3c. 
} higher on all brands. 
SCREWS.—Moderate sale at _ firm 





prices. Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
50-10-10; round head, blue, 45-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
discount. 


TIRES AND TUBES. 
in this section. Fall touring demand 
should be good according to local trade. 
Stocks are adequate and prices not 
expected to change. 

JOBBERS’ QUOTATIONS TO RE. 
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| tive with prices the same. 


TAILERS, F.O.B. NEW YORK: 





ield tires, 
30 x 8% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
1.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 6.20, 
$3.00. 


VENTILATORS.—Becoming very ac- 
Stocks are 


| ample. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30: No. 1445, $8.10. Prices are 
per doz. net. 


Sale is steady | 


ae ae wood frame ventilators, 


oo V836, $3.60; No. V923, 4.05; No 
V937, $4. 50; No. V949, $6. 10; No. V959, 
$6.75 No. V1537, $5. 85; No. 1549, 
$7.80. Prices are per dozen net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20: No. 2, $5.60; No. 3, $6.40: 
No. 4, $7.60; No. 5, $8.40. Prices are 
per dozen net. 


Conditions in Northwest Territory Improve 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Sept. 25.—With the first flurry of the hunting sea- 
son over, trade in that line has settled down to a steady demand, 


which shows good volume. 


Reports show that hunting is good this 


year, and demand for supplies will probably continue to be very 


brisk. 


As the season advances, some crops are being marketed, but low 
prices for grains are acting as a check on buying. Cattle and hogs, 


however, are showing some real profits to their owners. 


On the 


whole the conditions in the Northwest tributary to the Twin Cities 
show much improvement over those of a year ago. 


Prices on items shown are steady, showing no changes. 


In the 


next letter from this section, there will be revised lists of items, 
pertinent to fall and winter, with prices applying. 


AXES.—Demand is steady with fair | 


volume. Prices are unchanged. 


JOBBERS’ Aa ct TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight axes, $16.50; 
double bit, base weight, bit, unhan- 
dled, $15; double bit, $20; handled, 
single bit, $19.25; double bit, $24.25 
doz., net. 


AUTOMOBILE TIRES.—Sales are 
showing a good volume, with stocks 
well assorted. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 x 
3%. $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 4.40, 
$9.15; 30 x 5, $18; 32 x 6, heavy duty, 
$21.10; 32 x 6.20, heavy duty, $24.85 
each, less 5 per cent. Mansfield tubes, 
tan, 30 x 3, ~— lots, $1.50; case 
lots (12), $1.40; 32.x 4, single, | $2.50 
caes (12), $2.40; 34 x 41, single, $3. 10: 


case (12), $3; gray tubes, balloon 
types, 27 x 4. 46, $1.80; case (12), $1.70; 
29 x 4.40, single, $1.85; case (12), 
$1.75 = x 5, single, $2.25; case (12), 
$2.15; 32 x 6, single, $3.10; case (12), 
$3; 22 x 6.20" single, $3.50; case (12), 
$3.40 each, less 10 per cent. 


BOLTS.—Call for this line is good, | 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Carriage and machine bolts, all 


| 
| 
| 
| 


| 


| 








bolts, 75 per 
60 per cent 


sizes, 60 per cent; stove 

cent; and lag screws, 

from standard lists. 
BRADS.—Deliveries show a fair de- 
mand, and prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


. Steel wire brads, 75 per cent from 
ists. 
BUILDERS’ HARDWARE.—Building 


is going forward steadily, with a fair 
proportion of home building. Demand 
for finishing hardware is steady and 
shows fair volume. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
3% x 3% steel butts, old copper and 
dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots; 
1 x 4 steel butts, old copper and dull 


brass finish, 26c. pair, less than case 
lots, 25c. pair in case lots; broad 
bevel steel inside sets, old copper oi 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door set, $1.85 per set; cylinder 


brass outside trim, bit-keyed front 
door sets, $1.85 per set; cylinder front 
door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 











Over Last Year—Prices Steady 


pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 
in., 62c. doz. pair; 4 in., 78c. doz. 
pair; heavy plain tee hinges, 4 in., 


$1.06 doz. 

6 in., $1.40 doz. pair; 8 in., 

pair; extra heavy plain tee 

in., $1.28 doz. pair; 5 in., $1.58 doz 

pair; 6 in., $1.89 doz. pair; 8 in., $2.83 

doz. pair; 10 in., $4.53 doz. pair net. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand in this line 
is steady, with prices firm. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S. B. 
slip joint, in crates, $5.50 per 100 ft. 
conductor pipe, 28 ga., 3 in., in crates, 
not nested, $5.50 per 100 ft.; 3 in. gal- 
vanized corrugated conductor elbows, 
$1.73 doz.; 4 in., $2.88 doz. net. 

FILES.—Call for files shows a good 
demand. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 

GALVANIZED WARE.—Sales are 
steady, with prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 2, 
$7.90; No, 3, $9.20; heavy galvanized 
tubs, No. 1, $12.85; No. 2, $14.05; No. 

3, $15.25 doz. net. 
GLASS AND PUTTY.—Sales in this 
line are increasing as the cooler weath- 
er approaches. Stocks are well filled, 


pair; 5 in., $1.20 doz. pair; 
$1.95 doz. 
hinges, 4 


| and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pure putty, in 50-Ib 
steel drums, $4.85 cwt., net. 


HOSE REELS.—Sales are _ slowing 
down considerably, as the end of the 
season approaches. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Donley All Steel hose reels, No. 2 
at $2 each net. 
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ICE CREAM FREEZERS.—Sales are 
steady with the usual year around call. 
Stocks are graded down from summer 
size. Prices have not changed. 


yOBBERS’ QUOTATIONS TO RE.- 
* TAILERS, F.0O.B. TWIN CITIES: 

White Mountain freezers, 2 4qt., 
$2.80; 3 qt., $3.38; 4 qt., $4.14; 6 dL. 
$5.25; 8 qt. $6.75 each net. Arctic 
freezers, 2 qt., $2.30; 3 qt., $2.78; 4 
at., $3.40; 6 qt., $4.30; 8 qt., $5.55; 10 
at., $7.40; Acme, 2 qt., galvanized, 
75c.; 4 qt., enameled, $1.65 each, net. 


LAWN HOSE.—Call for hose has 
shown the effect of the advance to- 
ward cold weather. Dealers are buy- 
ing slowly for present needs. Prices 


have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Compeition, % in., 3-ply, hose, 
$5.25; Good Luck, % in., 6-ply, $9; 
Bull Dog, % in., 7-ply, $12.75; Leader , 
% in., 5-ply, $5.75; Manhattan Whip- 
cord Moulded, % in., black, 500 ft., 
bales, $7.75; red % in., 500 ft., bales, 
$8.25 per 100 ft., net. 


LAWN MOWERS.—Sales are 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Philadelphia, styles A and C, 40 per 
cent; Style E, 45 per cent; Style K, 
30-5 per cent from lists. 


NAILS.—Deliveries are 
good volume in this line. 


unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs at 
$3.10 per keg, base. 


OIL STOVES.—Call for stoves is fair. 
Prices shown here have been revised. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


No. 500, Nesco oil stoves, $80 each; 
No. 213, $22 each; No, 213 with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. Perfection oil ranges, white 
procelain with built-in ovens, No. 
339—-5 Superflex burners, gu 0; No. 
279, $120. Stoves No. 74, 4-burners, 
$29.50; No. 738, $23.25; No. 72, $18. 
Puritan oil ranges, white porcelain, 
with built-in oven, No. 249, $122; 
stoves No. 44, 4-burners, $29.50; No. 
43, 3-burners, $23.50; No. 42, $18. 
Puritan pressure-gas (gasoline) white 
porcelain range with built-in oven, 
No. 759, $128; stoves No. 714, 4-burn- 
ers, $38; No. 713, $33; No. 703, 3- 
burners, $26.50, list. 

Perfection ovens, No. 211, 1-burner, 
plain door, $2.50; No. 211G, glass door, 
$2.70; No. 122G, 2-burner, glass swing 
door, $6.20. Puritan No. 42-G, 2- 
burner, glass drop door, $5.50; No. 42, 
2 -burner, steel drop door, $5. 25, list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain, pyrex globe, $16.50; 
No. | 1526, black japan, pyrex globe, 
$9.75; No. 1530, black japanned, nick- 
ae ‘sstemene $9.25; No. 625, black 
drum and trimmings, $7.25, list with 
discounts as folows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
er he | order, 33% per cent; on all 
purchases amounting to $250 or more 
during the calendar year, annual 
bonuses will be paid according to the 
volume of business. 


PYREX OVENWARE.— Demand is 
showing improvement, with stocks well 
assorted. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 


light 


showing a 
Prices are 


200 pie plates, 67c.; No, 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
| 12 teapots, $1.67; No. 26 teapots, 
| $2.33, and No. 953 percolator tops, 7c. 
} each, net. 
| 


REGISTERS.—Sales are steady, with 
good volume. Prices have changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 


| ROPE.— 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Best grade, manila rope, 7/16 in., 
and larger, 22c., and smaller than 
7/16 in., 23¢c.; be st grade, sisal rope, 
17e. Ib., base. 


with fall decorating at a high point. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade, sandpaper, No. 1, sve. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—-Sales are 
steady with fair volume. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cieaner, 22 
oz, size, $1.85 per doz.; pipe opener, 
16 0z. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met- L-Shyn, 8 oz. size, $3.60 per 
doz.; Silvershyn, 4% oz. size, $1.80 








per "doz.: Waterless cleaner, 2 pt. 
size, $5. 40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 


size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz 
size, $2.60 per "doz.; ; 12 oz. size, $4.32 
per doz.; 16 oz. size, $5.40 per doz., 
and Dry’ Cleaner, 8 oz. size, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
an in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
can, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.: case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans/ less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
| per doz. 

Chaco boiler liquid, 
$2.50; half doz. quantity, $2 per qt., 
and doz. quantity, $1.75 per qt. 
| Hercules tile and porcelain cleaner, 
| 
| 





single quarts, 


$2 doz. less than gross lots, and $1.90 

doz. in gross lots; a tee Radiator 

oe Leak, 8 oz. cans 2 and 3 doz. 

cans to the carton, $32 50 doz.; Her- 
| cules boiler compound, qt. cans, $1.50 
each, 

Economy Plumber drain T 
cleaner, 1 lb. cans, $2 per doz.:; 2 Ib. 
cans, $3.90. The 1 lb. size is packed 
in 1, 2 and 3 doz. to the carton and 
the 2 lb. size is packed 1 and 2 doz. 
to the carton. 


SASH CORD AND WEIGHTS.—De- 
liveries are good, with stocks well 
filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sash cord, No. 8 (base), 
65c.; second grade, 38c.; third grade. 
36c.; cast iron sash weights, $2 ewt., 
net. 

SCREEN DOORS AND WINDOWS.— 
Demand is dropping off in this line. 
Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 








Sales are fairly good. Prices 


$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 
SCREWS.—Demand is steady with fair 
volume. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Flat head, bright wood screws, 56 
per cent; flat head japanned, 37}, per 
cent; round head blued, 45 per cent; 
flat head brass, 45 per cent; round 
head brass, 40 per cent from lists 

SOLDER.—Call for solder is fair, with 
stocks well filled. Prices have not 


| changed. 


SANDPAPER.—Sales are very good, | 


JOBBERS’ QUOTATIONS ee RE- 
TAILERS, F.O.B. TWIN CIT 

Strictly half and half alien’ at Pee 
and warranted half and half solde: 
at 33c. a lb., in 100-lb. boxes, net 


STEEL SHEETS.—Demand is _ good 
| with stocks well filled. Prices are un- 











changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.). 


TIN.—Deliveries show a good volume 
of trade. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, a, 20 x 
28, 8 lb. coating, $15.50 box, net 


WIRE.—Sales in fence wire show a 
good demand. Stocks are well filled 
with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Jalvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hog. barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


WIRE CLOTH.—Call in a retail way 
for wire cloth is light. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
12 x 12 mesh black, $1.80, and 12 
x 12 mesh aluminum finish, $2.20 per 
100 sq. ft., base, net. 


| WHEELBARROWS.—Sales are fair 








with stocks ample. Prices have not 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz., net; No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WRENCHES.—Sales show a very good 
demand in this line. Stocks are well 
filled and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-19 per 
cent; key model wrenches, 45 pe! 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.7 a: 
No. 101, Master Service Set, $13. 
No. 202, Heavy Duty Set, $3. 80; No’ 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant ‘‘Snap-on” with extra 
heavy duty ratchet; $27.35 list, less 
33% per cent discount. 


Reading matter continued on page 86 
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The Remington Weekly Letter 


We beg to advise the jobbers and retailers 
of the country that we have withdrawn prices 
from the mail order houses on our firearms, and 


will not sell them in the future. 


We have never sold our shells and cartridges 
to mail order houses, either under our own 


brand or under a special brand. 


We did, at one time, sell a few pocket knives 
to a mail order house, but we discontinued sell- 


ing them a year ago. 


In the future, it will be the policy of this 
Company not to sell goods of our own brand 


or under a special brand to mail order houses. 


Rf Paya 32 


President 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Atlanta Trade on Upward Trend 


—Prices Are Firm with Few Changes 


(At lanta, office of HARDWARE AGE) 


ATLANTA, GA., Sept. 19.—Early fall trade is getting a fair start 
with conditions still on the upward trend. The tone of trade con- 
tinues to be optimistic and Atlanta jobbers seem to be well pleased 


with trade activity prevailing at this time. 


Items showing the most 


activity are axes, guns, ammunition and agricultural implements. 
The cotton outlook has lost some promise and estimates for this 
territory are being reduced, but with favorable conditions the yield 


will be larger than last season. 


Prices are very firm with no important changes showing for the 
week. Collections are reported fair. 





AUTOMOBILE ACCESSORIES. — A 
good demand still exists for this class 
of merchandise. Jobbers report com- 
plete stocks and no change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Mansfield Balloon ires.—29 x 4.40- 
21 in., $8; 29 x 4.75-20 in., $10. 05; 30 
x §.25-20 in., $12.50; 31 x 5.25-21 in., 
$12.90; 3r x 5.00. 19 in., $17.10; 32 x 
6.00-20 in., $17.4 

Mansfield High ‘Pressure Tires.—36 
x 3% Cl, $5.45; 30 x 3% extra size, 
$7.25; 30 x 3% S.S., $9.10. 

The above carry a 5 per cent dis- 
count. 

Weed and Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than 12 pairs. Less 
35 per cent in quantities of 12 to 49 


pairs. Less 40 per cent in quantities 
of 50 pairs or more. 

Champion ey Plu = . 45c. 
each; No. 5, cach: 6, 53c. 
each. 

Springfield Automobile Pumps.—No. 
1, $1.35 each; No. 5, $1.50 each. 


Automobile Jacks.—No. 610 Walker, 
75c. each; No. 600 Walker, 90c. each; 
No. ‘ Walker, $2.10 each; No. 515 
Walker, $2.40 each. 

Klaxon Automobile Horns.—No. 3 
hand, $4 each list; No. 11 battery, $4 
each list; No. 8 battery, $3.50 each 
list; No. 12 battery, $5 each list; No. 

15 battery, $6.75 each list. Klaxon 
horns less 35 per cent; in lots of 12 
less 40 per cent. 
AXES.—Prices remain firm and full 
stocks are reported. There is activity 
for both immediate and fall shipment. 

JOBBERS’ yagi he TO RE- 
TAILERS, F.O ATLANTA, GA.: 

Single bit, 
$14.75 per doz.: 
$19.25 per doz.; 
quality, unhandled, 
single bit, second 
$17 base. 

BATTERIES.—Business is very good. 
No price change is foreseen and stocks 
are said to be complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Broken Full 
Packages Packages 


feet’ quality, unhandled, 
first quality, handled 
single bit, secon 
$13.50 per doz.; 
quality, handled, 


No. 485 .$2. = $2.33 
No. 486 . 3.5 3.33 
Sp See 206 1.92 
a). SRA 3.00 2.80 
No. 768 . oh ; 1.32 1.14 
No. 774 Cae ates Sacco .42 39 
No. 763 . ee 1.05 97 
IE kck.bdue nang 4-5 1.40 1.30 
No. 779 akns enue 1.40 1.30 
RMI “ca 5 acinomae ates et 2.06 1.92 

No. 6 tele phone type, $30 per 100. 
No. 6 ignition type, $32.50 per 100 


Flashlight Batteries.—No. 935, $9.25 
per 100: No. 950, ogg per 1060: No 
790, $18.50 ner 100; 705, $27.50 per 
190: No. 750, $18.50. gt 100; No. 761 
$25 per 100. 

Multiple Hot Shot Batteries.—No 
“1461, 4 cell, $1.67 each; No. 1661, 6 


cell, $2.27 each. 


Reading matter continued on page 88 





BOLTS, NUTS AND RIVETS.—In- 
creased orders are being filled from 
complete and well assorted stocks. No 
price changes reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. Stove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag bolts 
60 per cent. Rivets, large, $4 base 
per 100 lb. Small wagon rivets at 60 
per cent. 


BUILDERS’ HARDWARE.—Complete 
stocks are found and a good business 
is being done with this merchandise in 
this territory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. A 

Ball tip plated 
brass or old copper plated, in less 
than case lots, 3 x 3, $20 per 100 pair: 
3% x 3%, $21 per 100 pair; 4 x 4, $28 
per 100 pair. Plain steel butts with 
loose pins, size 2 x 2, $1.05 per doz. 
pair: 2% x 2%, $1.20 per doz. pair; 
3 x 3, $1.30 per doz. pair; 3% x 3%, 
$1.65 per doz. pair; 4 x 4, $2.30 per 
doz. pair; 4% x 4%, $3 per doz. pair. 
Hinges, heavy strap, size 4 in., 95e. 
per doz. pair: 5 in., $1.25; 6 In., $1.50: 
8 in., $2.50: 10 in., $4.30; 12 in., $6.85 
per doz pair. Heavy tee hinges. 6 
n., $1.40 per doz. pair: 8 in.. $2. Fex- 
tra heavy tee hinges, 8 in., $3; 10 in., 
$4.75. 


CLIPPERS.—Demand fdr toilet clip- 
pers has increased. Prices are without 
change and stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 1 Stewart horse clippers, $14 
each, less 33%, with repairs at the 
same discount. Brown & Sharpe, 
bressant and narrow blade. $4.50 per 
nair, less 25-10; American Gentleman, 
$3, less 3314. 


COTTON COLLARS.—Future 
ments are responsible for a good book- 
ings at the present time. Adequate 
stocks and unchanged prices continue. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Old Beck cotton collars, $7 ner doz.: 
Lankford Junior cotton collars, $9: 
Lankford, $10.50. 
CUTLERY.—All kinds of cutlery are 
in good demand. Future shipment or- 


ders are being received on _ pocket, 


steel butts, 


kitchen and table cutlery as well as | to ask steady prices. 


razors, shears and scissors. Ample 


ship- 








stocks and steady prices exist on this | 


merchandise in this section. 


COOLERS.—Broken _ stocks 
ported by jobbers. 


are re- 


A fair demand | 


exists with no great change in prices. | 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

Galvanized Lined Water Coolers, 2 
gal., $2 each; 3 gal., $2.15 each; 4 gal., 
$2.35 each; 6 gal., $3.10 each; 8 gal., 
$4 each; 10 gal., $5.25 each. 

Twentieth Century Water Coolers 
complete with stand and bottle, green 
or mahogany color, $14 each; white, 
$14.50 each. 

FILES.—No indication of increased 
business is seen. Prices have not 
changed and stocks are said to be ade- 
quate. 


JOBBERS’ a abt eg TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Black Diamond or Nicholson at 
list, less 50 per cent. Other brands 
as low as list, less 70 per cent. 


FREEZERS, ICE CREAM.—Although 
the season is practically over, a fair 
demand exists. Stocks are not as full 
as previously reported. Prices are 
without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


White Mountain Freezers.—1 aqt., 


$4.80 list; 2 qt., $5.60 list; 3 qt., $6.75 
list; 4 qt., $8.25 list; 6 qt., $10.45 list; 
8 qt., $13.40 list; 10 qt. $17,90 list: 
12 qt., $21.50 list; 15 qt., $25.60 list; 
20 qt., $33.20 list; 25 qt., $42.60 list. 


Arctic Freezers.—1 qt., $4 list; 2 


qt., $4.60 list; 3 qt., $5.45 list; 4 at., 
$6.80 list; 6 qt., $8.60 list; 8 qt., $11. 10 
list. 


The above list prices are less 50 
per cent discount. 

Alaska Freezers.—1 qt., $2.95 list; 
2 qt., $3.45 list; 3 qt., $4. 10 list; 4 qt., 
$5 list; 6 qt., $6.30 list: 8 qt., $8.20 
list; 10 at., $10. 75 list; 12 qt., $14 list; 
15 at., $17 list; 20 at., $21.50 list. 

Alaska freezers take discount of 20 
per cent and 10 per cent. 

Frost Th Me ee Ny qt., $2.10; 

$3; 4 at., $3.60; 6 My 
os 80; 10 qt., $7.75; 12 qt., 


GALVANIZED WARE.—An_ unusual 
seasonable demand continues. Jobbers 
have complete stocks and quote un- 
changed prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Water Pails.—8 qt., $2 per doz.; 10 
qt., $2.20 per doz.; 12 qt., $2.60 per 
doz.; 14 qt., $2.85 per doz. 

Wash Tubs.—No. A, $4 per doz.; 
No. 0, $5.10 per doz.; No. 1, $6.50 per 
doz. ; No. 2, $7.25 per doz.; No. 3, 
$8.50 per doz. 

Garbage Cans and Pails.—No. 00 
pails. $6.50 pey,doz.; No. 0 pails, $7.75 
per doz.; No. pails, $11.50 per doz.; 
No. 2 pails, $13 per doz. No. 66 cans, 
$17 per doz.; No. 77 cans, $19.50 per 
doz.; No. 88 cans, $23.50 per doz.; No. 
150 cans, $42 per doz.; No. 180 cans, 
$52.50 per doz.; No. 210 cans, $60 per 
doz. 

Light Well Buckets.—10 qt., $4.50 
per doz.; heavy well buckets, 10 at., 
$5.50 per doz. 

Oil Cans.—1 gal., 
$7.50 per doz. 


HOES.—Very little business is being 
done with these items. Broken stocks 
are reported by jobbers who continue 


$3 per doz.; 5 gal., 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Scovil Hoes, No. 00, $11.50 per doz 
list: No. 0, $11.75 per ~ list; No 
1, $12 ver doz. list; No. 2, $13 per doz 
list: No. 3. $14 per ag list. 7 

Scovil Hoes less 45 per cent dis- 
count. 
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With this type of FoldeR-Way the doors operate in 
pairs—easily handled by one man. 





24 
Ss 


or quickly made into one room. 





FoldeR-Way 





carried on floor crack. 

















The dining room and ballroom shown above can be separated @ 








the weight is carried on track at top. 








Below: With FoldeR-Way hardware as used on smaller size doors, 





Left and Below: FoldeR-Way Hardware as used on 


very high and heavy partition doors. The weight is 




















wide doors, each handled as a separate unit. 


The type of FoldeR- 
Way at the left is most 
desirable for school 
wardrobes, telephone 
booths, etc. 








METHODS 


ND ee opr hardware for partition doors that slide 
or fold away requires expert engineering skill. 
Installing partition doors, however, becomes a simple 
matter when FoldeR-Way methods are used. 


No line is more complete, offers more variety, than 
FoldeR-Way partition door hardware. Whatever your 
problem is, from telephone booths to churches, gym- 
nasiums and auditoriums, you are certain of finding 
FoldeR-Way hardware specially designed for any size or 
style of sliding or folding partition doors you wish to 
install.€ Feel free at any time to consult R-W engineers 
about any kind of door problems, 








The R-W book ‘‘Sliding and Folding Partition Door 
Hardware’”’ contains over 100 photographs, drawings 
and diagrams illustrating FoldeR-Way Methods and 






plained. Let us send you this book. You will want to 
AHaneger forany Door that Slides. 
Minnespolis KanseaCity Los Angeles a Francisco Omaha Seattle [ 


retain it in your files for ready reference. 
(0. 
AURORA, ILLINOIS, U.S. A. 
Montreal + RICHARDS-WILCOX CANADIAN CO.,I TD.,. LONDON, ONT. Winnipes 


uses. Details of design and engineering are fully ex- 
i Wilcox Mf 
ichards-Wilcox 

one Boston _ Philadelphia Cleveland Cincinnati Indianapolis St. Louis a 


Left: This type of FoldeR-Way is particularly adaptable for very 





a 
* 





88 HARDWARE AGE for SEPTEMBER 27, 1928 








Handles hoes with 5 foot handles, 
regular cotton hoes with goose neck 
or straight shank, 6% in. blade, $7.95 
per doz.; 7 in. blade, $8.25 per doz.; 
7% in. blade, $8.60 per doz.; 8 in. 
blade, $8.90 per doz. 

Cotton Choppers hoes with 5 foot 
handles, 8 in. blade, $8.60 per doz.; 

9 in. blade, $9.50 per doz.; 10 in. 
blade, $10.10 per doz. 
LADDERS, STEP.—Well assorted 
stocks are found in this territory. A 
fair demand exists. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Competition grade, 4 ft., $1 each; 

5 ft., $1.25 each; 6 ft., $1.50 each; 8 
ft., $2 each. 
LANTERNS.—Complete stocks in all 
sizes are reported. Future deliveries 
are bringing slightly increased demand. 
Steady prices exist. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Monarch, $8.25 per doz.; DeLite, 
$13.50; No. 210, $7.50; No. 150, $8.50; 
No. 160, $12; No. 160BR, brass fount 
and red frame, $18. 

LAWN GOODS.—The demand for this 
class of merchandise is falling off as 
the season approaches an end. No 
price changes are found and stocks are 
fairly full. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


Ball bearing lawn mowers from 
$7.50 up. Plain bearing lawn mow- 
ers, $4.50 up. 

Water hose, % in. by 5 ply, 7c. per 
ft.; % in. by 5 ply, 8c. per ft.; % in. 
by 5 ply, 9%c. per ft.; in 25 ft. 
lengths, 50 ft. and longer, %c. less. 

Hose nozzles are $4 to $6 per doz. 


_ Rain King Sprinklers, $2.25 each; 
Giant King Sprinklers, $7.50 each; 


Ring Sprinklers, 50c. each. 

Hose reels, $3.35 up; hose couplings, 
% to % in., $1.25 doz.; clinch coup- 
lings, $1.75 per doz.; galvanized hose 


clamps, % to % in., 25c. per doz. 
Hose washers, 60c. per Ib. 
Galvanized sprinkling cans, 4 qt., 

$6.50 per doz.; 6 qt., $7 per doz.: 8 


qt., $8 per doz.; 10 qt., $9 per doz.; 
12 qt., $10.75 per doz. 


NAILS.—Sales remain at good levels 


with a slight increase reported in some | 
complete and | 


quarters. Stocks are 
keen competition is said to exist. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


$3.25 per keg, base, is quoted, 1% 


in polished staples, $4.25 per keg: 
7 _in. galvanized staples, $6.50 per 
POULTRY NETTING AND SUP- 


PLIES.—Demand holds up fairly well 
despite the lateness of the season. Well 
assorted stocks are found and prices 
remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Hexagon and straight line netting 
at list as follows, for No. 20 gage: 
galvanized before weaving, 12 x 1, 
$4.95 per roll; 18 x 1, $7.12 per roll: 
24 x 1, $9.08 per roll; 30 x 1, $10.83 
per roll; 36 x 1, $12.38 per roll; 48 x 1, 
$16.50 per roll; 60 x 1. $20.63 per roll: 
72 x 1, $24.75 per roll; 12 x 2, $2.14 
per roll; 18 x 2, $3.08 per roll: 24 x 2 
$3.92 per roll; 30 x 2. $4.68 per roll: 
36 x 2, $5.35 per roll; 48 x 2, $7.13 
per roll; 60 x 2, $8.91 per roll: 72 x 2, 
$10 69 per roll. The above prices are 
list and subject to a discount of 60 
per cent. 

Drinking Founts.—No. 1, $2 per 


doz.; No. 20, $2.75 per doz.: No. 24, 
$4 per doz.: No. 32, 75c. per doz. 


Feeders.—No. 11, 85c. per doz.: No. 
12, $1.65 per doz.: No. 27, $1.65 per 
doz.; No. 28, $2.50 ner doz. 

Double Feeding Troughs.—No. 58, 
$2.50 ner doz.: No. 59, $3.60 per doz.: 
No. 60, $4.75 per doz. 


Large Feeders.—No. 140, $9.70 per 


doz.; No. 141, $14.50 per doz. 
REFRIGERATORS.—Business is fair 
for both retail merchants and jobbers. 


| Stocks are not as full as previously 
reported but the firm prices have con- 
tinued. 

| JOBBERS’ QUOTATIONS TO RE- 

| TAILERS, F.O.B. ATLANTA, GA.: 
Competitive line of refrigerators. 

Top icers, 35 lb. ice capacity, $9.50 
each; 55 Ib., $11.50 each; 65 Ib., $13.50 
each; 95 Ib., $16.50 each. 

3 door front icers, 40 lb. capacity, 
$13.75 each; 60 Ib., $17 each; 65 Ib., 
$20.50 each; 95 Ib., $23 each; 125 Ib., 
$24.50 each; 135 lb., $27.60 each. 

ROPE (COTTON).—Sales are some- 
what quiet but a fair demand is being 
met from full stocks. As with other 
merchandise, business for future ship- 
ments lends activity to the market. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cotton rope is quoted at 28 to 36c. 
per pound. 

SCREEN GOODS.—As the late season 
approaches, jobbers continue to report 
complete stocks. Prices are steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Screen Doors.—3 x 7, No. 240, $18.50 
per doz.; No. 240G14, $20.50 per doz.; 
No. 301, $26.75 per doz.; No. 301G14, 
$28.75 per doz. 

Screen Windows, Wood. Frame.— 
No. 2437, $5.50 per doz.; No. 3037, 
$6.85 per doz.; No. 3637, $8 per doz. 


Screen Windows, Metal Frame.— 
No. M2437G14.. $9.85 per doz.; No. 


M2837G14, $10.85 per doz. 


| SAWS (CROSS CUT).—Increased de- 


mand is being met from complete and 
well assorted stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATEANTA, GA.: 

“Simonds” cross cut saws.—No. 13, 
5% ft., $6; No. 13, 6 








| 
j 
| 


} 


: No. 23, 
A aes ee a OS a ee. a 
$8.10; 2 ‘f 
6 ft., $6; No. 
No. 325, 6% ft., $8.10; No. 325, 7 ft., 
$9.20; No. 0214, 5% ft., $3.20; No. 0214, 
6 ft., $3.45; No. 200, 5% ft., $4.50; No. 
, 6 ft., $4.90. 
i eross cut saws.—No. 
ft., $5.40; No. 5, 5% ft., $ 
¢ A a 


325, 6 





6 ft., $7; No. 4, 8. 7 . 
5 ft., $4.91: No. 225, 5% ft., $5.41: No. 
225, 6 ft., $5.85: No. 225, 614 ft., $6.35; 
No. 12, 5 ft., $5.10: No. 12, 5% ft., $6; 
No. 12, 6 ft., $7; No. 8, 5% ft., $6. 


| STOVES, OIL COOK.—Prices continue | 


firm and an increased demand is now 
being felt as the summer quietness has 
passed. Jobbers report full stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list: 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 


Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 


$1.40 each list. 

Nesco stoves and repairs take 30 
per cent discount. 

Perfection. —- Oil range, white 
porcelain with built-in oven—No. 339 
with 5 Superfex burners, $143: No. 
279, $123. Stoves—No. 74, 4 burners, 
$31: No. 73, $24.25; No. 72, $18.50. 

Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porcelain 


with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31: No. 


43. 3 burners, $24.25; No. 42, $18.50. 


Puritan discounts the same as on 
Perfection stoves. ‘ 
Pitan Pressure-gas (Gasoline).— 


White porcelain range with built-in 





| 


| 











oven, No. 759, $132. Stoves—No. 714, 
4 burners, $39; No. 713, $34; No. 703, 


3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 

Ovens, Perfection.—No. 211, 1 burner, 
plain door, $2.60; No. 211G, glass door, 
$2.85; No. 122G, 2 burner, glass swing 
door, $6.50. 

Puritan.—No. 42G, 2 
drop door, $5.75; No. 
steel drop door, $5.50. 

Dealers’ discount on Perfection and 
Puritan ovens the same as on |’er- 
fection stoves. 

Wicks.—Oil Stove Wicks.—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discounts the same as on 
Perfection stoves. 

Perfection. — Portable 


burner, lass 
42, 2 burner, 


kerosene- 


burning room heaters, No. 1686, 
green porcelain, Pyrex globe, $17; 


No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nickeled 
trimmings, $9.50; No. 525, black 
drums and trimmings, $7.59. 
Dealers’ discounts the same 
Perfection stoves. 
WIRE PRODUCTS.—Satisfactory or- 
ders are being received. Prices are 


firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


as on 


Plain Smooth Wire Black. Galvanized. 
rage Per 100 1b. Per 100 Ib. 
ES Se eee ae $3.50 $4.00 
OD 6.d¢a8aseeeapensaeeah ae 4.05 
EL ivgues sesenaensehas eee 4.10 
| een err 4.15 
OS cane ctciwe sonanneees 3.90 4.45 
WE oscdateads oaee bh wenes 4.20 4.85 
Barb Wire.—Per 80-rod spool; 2- 


point light cattle, $2.50; 2-point light 
hog, $2.75; 4-point heavy cattle, $3.40: 
4-point heavy hog, $3.60. 

Woven Wire Fence. — Per 
roll, 726-14, 832-12, $6; 
$7.85; 1446-12%, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-138, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘“‘T” galvanized, 
5 ft., 55¢e. each; formed painted, °5c 
each: “T” galvanized, 6% ft., 65c 
each; formed painted, 45c. each; “T” 
galvanized, 714 ft., 70c. each; formed 
painted, 50c. each; ‘‘T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c 
each. 

Wire Screen. — Fair 
creases orders. Prices quoted 
Atlanta. 

12-mesh, black, $1.85 per 100 sq. 
ft.: 14-mesh, galvanized, $2.60 per 100 
sq. ft.; 16-mesh, galvanized, $2.90 per 
100 sq. ft.; 16-mesh, bronze, $6.50 per 
100 sq. ft. 


20-rod 
939-11, 


weather, in- 
f.o.b. 


Improved Trimo Pipe Wrench 


The Trimont Mfg. Co., 55 Amory St. 
Boston, Mass., announces an improved 
Trimo pipe wrench. Although the contour 


of the frame has been slightly extended,’ 


the appearance of this new wrench re- 


mains practically unchanged. The parts ot 
are 


the old and new wrenches inter- 


changeable throughout. 





An entirely new and scientifically de- 
veloped method of heat treating is said to 
give the handle far greater strength and 
toughness than ever before. The swinging 
steel frame, though not materially changed 
in appearance, has been strengthened 

As a further safeguard, overlapping side 
lugs, an integral part of the handle, brace 
the frame effectively against lateral dis- 
tortion or spreading. The design of these 
reinforcing lugs furnishes a rugged safety 
feature without in any way hampering the 
action of the frame or adding to the bulk 


| of the wrench. 
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Advance of Season Helps Pittsburgh Trade 


—Prices Remain Steady 


PITTSBURGH, Sept. 25.—Hardware business in this area is taking 
on a livelier aspect under the influence of the change in the season. 
The approach of the hunting season is creating interest in guns and 
loaded shells. Lower temperatures make householders think of 
heat and heaters and the accessories are coming in for more demand. 


(Pittsburgh office of HARDWARP AGE) 


Lengthening nights, to say nothing of the interest in the presiden- | 


tial campaign and the enlargement of regular programs, are reviv- 
ing interest in radio sets and the appurtenances. 
keepers are doing a good deal of preserving and that means a de- 


mand for the accessories to that activity. 





AUTOMOBILE TIRES AND TUBES. | 
—Demand still is good, but is smaller | 


in volume than it was last month. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield Tires.—High pressure, 
cord, 30 x 3% in., extra size, $7.25 
each; straight side, $9.10; 31 x 4 in., 
$11.40; 32 x 4 in., ’312. 10; 33 x 4 in., 
$12.70; 32 x 4% in., $15. 95; 33 x 5 in., 
$21.70; balloon, 29'x 4.40 in., $8; 30 
x 5 in., $10.76; 31..x 6.in., $11. 20; 30 x 

».25 in., 20 in. rim, $12. 50; 30 x 6 in., 
$16. 60; 32 x 6 in., in. rim, ys 40. 

Tubes. * High pressure, tan, 30 x 
3% in., clincher, $1.40 each; 31 x 4 
in., $2.10; 32 x 4'in. $2.20; 33 x 4 in, 
$2.30; 32'x 4% in., 2.60; 33 x 4 in., 
$2. 70; 84 x 4% in., $2. 80; 33 xX in., 
$3.55; gray tubes sell 15c. to 50c. less; 
balloon gray, 29 x 4.40 in., $4.65; 30 x 
5 in., $1.95; 31 x 5 in., 2.05; 30 x 5.25 
in., 30 in. rim, $2: 25; 39 x 6 in., $2.65; 
33 x 6 in., $2.85. 


BATTERIES. —There is some pickup 
in the demand for radio batteries, due 
to the interest in the presidential cam- 
paign, as well as to the improved pro- 
grams now coming over the air. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


3roken Unit 

Packages Packages 
Saree $2.22 $2.06 
Mg tg sige pais ale 8 3.20 2.97 
ee. ee ere 2.06 1.92 
No. ar. 2.80 
; 2 1,14 
.39 
-97 
1.30 
1.30 
1.92 
1.79 





No. 6 dry cells, ignition type, unit 
packages, 32Ke. each. 

Flashlights.—No. 935, 6%c. each; 
No. 950, 61%4c.; No. 790, 13c.; No. 705, 
1914c. ; ‘No. 750, 1316¢.: No. 791, 13c. 
$2 est Shot.—No. 1461, $1.67; No. 1661, 


BEVERAGE AND PRESERVING 
SUPPLIES.—Demand ffor beverage 
supplies is pretty much a year round 
proposition and demand is steady. This 
is the active season for preserving and 
the demands for the appurtenances 
consequently are strong. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bottles.—Crown, 14 oz $6 per 
gross; 28 oz., $8.40; lightning stop- 
Per, 14 0o2z., $7.50; 28 02z., 

Caps. —In single gross ‘lots, 18¢. per 
gross; 10 gross lots, 17c. per gross; 
50 gross lots, 16c. per gross. 

Ca ppers.—Everedy, $9 per doz.; 
Indestro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots, strainer stand, $4 per doz.; 


| 





strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2. 50: No. 
1621, $3.50. 

Mason Jars.—Pints, $8. 80 ~ gross; 
quarts, $10.10; 2 quarts, 

Jar Rubbers. ‘Double lip red, 80c. 
per gross. 

Canning Racks.—No. 1, single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses.—Enterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30; 12 qt., $6; Brighton, 2 qt., 
$3 each; 4 qt., $4.50; 10 qt., 

Sealing Wax. — $2.50 per case. 

Cider Presses.—Eagle, single tub, 
$12.10 each; Eagle Junior, $24; Cant- 
clog, single tube, $14.85. 

Meat Choppers. — Enterprise, No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 

Kraut and Slaw Cutters.—Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 
Oak Kegs.— 


Red White White Oak 


Oak Oak Charred 


J See $1.35 $1.45 $2.40 
SMR xo acne ads 1.80 1.95 2.85 
TG=BOL. ccc Bee 2.15 3.20 
ro | ree 2.25 2.45 3.75 
ie ere 2.65 2.85 4.35 
ahs. OR rere 2.85 3.00 4.50 
GOSRGly. ac.catvsts 3.75 4.20 6.50 


BOLTS, NUTS AND RIVETS.—Job- 
bers report a steady demand and firm 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 60 per cent off 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—The more 
common report is that business is a 
little slow, but no more so than usual 
at this time of the year. 
firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in. x 3 in., $18.50 per 100 
— 3% in. x 3% in., $19; 4 in. x 

$30. 

Hinges.—Heavy peeee, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80: 
extra heavy, T, 6 in., ” $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in. $9. 60 per 100 pair: 4 in., 
$11.60; light, 2 2, 3 in., $11 per 100 pair; 
4 in., $12.60 

Hasps. —Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 


Meanwhile, house- 


Prices are 








S%c.. per .doz.; 4% in., $1.14; 6 in., 
$1.60. 
Garage Sets.—Swinging hinges, 10 
in., $3 per set. 
GAME TRAPS.—There is some inter- 
est in game traps, but large sales wait 
on the opening of the trapping season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Victor, No. 0, $1.10 per doz. ; No. 1, 
$1.38; No. 1%, $2.44; No. 2, $3.36; 
jump, No. 0, $1.59; No. 1, $1.83; coil 
spring, No. 1, $1.28; Gibbs, 2-trigger, 
$5 per doz.; single grip No. 1, $1.88; 
No. 2, $3,35; No. 3, $5.50; No. 4, $6.70. 


GUNS AND LOADED SHELLS.—A 
very fair degree of activity is noted in 
shells, with some interest also noted 
in shotguns. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH 

Loaded Shells.—Load 3 in. x 1% 
in., 12 gage, Repeater or Nitro C.ub, 
$32.22 per 1000; Ranger, $28; Leader 
or Arrow, $35.80. 

Guns. — Winchester pump, $39.40 
each; Remington pump, 12 to 22 gage, 
$39.45 each; Savage pump, $39.25 
each. 

Rifles.—Winchester, model 02, $5.15 
each; model 92 S. F., round barrel, 
$21.90; octagon barrel, $23.30; model 
94 S. F., round barrel, $25.90; octagon 
barrel, $27.95; model 94 carbine, 
$23.95; model 53, $21.90; model 55, 
$32.95; Remington, repeating, model 
12A, $15.86 each; 14A, $35.46; 25A, 
$23.95; Savage, repeating, model 20, 
$34; model, 40, $24; model 99 A & E, 
$30.90; B & F, $34.50; G, $37.50; model 

4.25. 


23A, 
HEATERS.—Fairly cool weather has 
stimulated demand for this line, inter- 
est being particularly good in gas 
heaters. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Oil Heaters.—According to size and 
style, $3.75 to $6 each. 

Gas Heaters.—Radiant type, $9 to 
$65 each; reflector’ type, $2.25 to 
$13.50. 


HEATING ACCESSORIES.—This is 
usually a time of good demand and the 
present is no exception to the rule. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Stove Board.—Square, wood lined, 
24 in., $12.60 per doz.; 28 in., $18 per 
doz.; 30 in., $20 per doz.; 36 in., $29 
per doz.; paper lined, 24 in., $7.50 per 
doz.; 28 in., $9.50 per doz.; 30 in., 
10.80 per doz.; 35 in., $16,20 per doz. 

Stove Pipe.—Nested, 5 in., $3.20 per 
crate; 6 in., $3.40: 7 in., $4.05; corru- 
gated elbows, 5 in., $1.30 per doz.; 

n., $1.40; 7 in., $1.85. 

Furnace Pipe.—No. 26 gage, 8 in., 
16c. per ft.; 9 in., 17c.; elbows, 8 in., 
36c. each; 9 in., 40c. 

Dampers and Flue Rings.- -Damp- 
ers, 3 in., $1 per doz.; 4 in., $1.10; 
5 in., $1. 90; 6 in., 1.35; 7 in., $2: flue 
rings, 3 in., $1 per doz.: 4 in., $1.25; 
5 in., $1.90; 6 in., $2.20; 7 in., $2.75. 

Coal Hods. — Galvanized. 16 in., 
4.30 per dozen; 17 in., $4.75; 18 in., 





5.25. 

Coal Chutes.—Black, 8 ft., $6 each; 
0 ft., $7.50; 12 ft., $9. 

Fire Shovels.—Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned, 60c. to 
$1.10; galvanized, $1.10. Never 
Z3reak No. 10, $4.25; No. 16, $4.60: 
No. 20, $4.80. 

Furnace Scoops.—No. 150-B, $7.50 
per doz.; No. 80, $4.80; No. 81, $4.20. 

Gas Connections.—Lead, 12 in., 24c. 
each; 18 in., 28c.; 24 in., 33c.; 30 in., 
38c.: 36 in., 45c. Flexible steel tubing, 





PE 
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Model P Copeland Cooler 


Copeland Products, Inc., 630 Lycaste, 
Detroit, Mich., has placed before the trade 
the new Model P water cooler for bottle 








supply only. It has been designed for the 
smaller office and business place where a 
large capacity water cooler is not required 
and for the large office where several of 





| 











these models would give more adequate 
service than a single large capacity cooler. 
It has a cooling capacity of more than 100 
drinks an hour. 

The cabinet of Model P is of white 
lacquered steel, 16% by 16% by in., 
over a sturdy framework of wood and steel. 
A 2-in. insulation of corkboard is pro- 
vided. This cooler will take a standard 5 
gallon water bottle and has a reserve capac- 
ity of more than four gallons. The hard- 
ware is of chromium nickel. The drip 
basin is of white porcelain and a porcelain 
bucket, accessible through the door, accom- 
modates drainage. 

The compressor is a special single cylin- 
der type operated by a 1/6 H. P. motor. 
It has been built for water cooler purposes 
and is quiet and dependable. 


The Hurd Sturdy Padlocks 


Three types of padlocks are now being 
manufactured by E. P. Hurd Lock Mfg. 
Co., 5820 Fischer Ave., Detroit. Mich. 
These locks constitute the 200 Series and 
are all machined from solid bar stock, 
The shackles 
scientifical iy 
These proc- 


with key tumbler mechanism. 
special 
and 


alloy steel, 
Parkerized. 


are of 
hardened 





esses are said to make them saw proof, file 
proof, cutter proof and weather proof. 














The round bronze body padlocks are 
made of solid bar bronze in four sizes. 
Packed -in individual boxes, six boxes to 





a carton. The flat bronze body padlocks 
are made from 2-in. flat solid bronze stock. 





These are heavy locks and have been de- 
signed for to give exceptional service. The 
locks, which are all fitted with a keyhole 
cover, can be master-keyed in any number. 
Made in four sizes. 

The round steel body padlocks are cut 
from 2%4-in. solid bar steel. They have 
been triple rust-proofed with zinc copper 
and nickel and are practically indestruct- 
ible. Fitted with keyhole cover. These 
locks can be master-keyed in series of 25. 
Made in four sizes. Since these padlocks 
do not have a spring locking device, it is 
necessary to unlock and lock them with the 
key, which cannot be removed from the 
lock while it is unlocked. 
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Oo. “ 
Your customer is in need of one 


of these burglar-proof 
Segal locks 


He waits for you to remind him of it. 
The sale is yours for the asking. 
Nobody wants to be burglarized. 








SEGAL LOCK AND HARDWARE COMPANY 


55 Ferris Street 
BROOKLYN NEW YORK 
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“GEM” 


Adjustable 
RADIATOR SHIELDS 


Remember that we have an ex- 
ceptional, attention - attracting 
“GEM” Adiustable Radiator 
Shield store display. Have you 
got it, and are you using it? ; . 
Eight popular sizes, gold-bronze, aluminum or ivory 
finish. Adjustable to radiator top widths, 
6” to 13”; lengths, 11” to 65”. 
BEH & CO., 1140 Broadway, New 
York, N. Y. 


Buy from your jobber 




























OYSTER KNIVES 


Forged Blades—Popular Wood Handles 


Their outstanding quality, the way they fit the 
hand and stand the roughest usage, have made 
them popular with Oystermen on the Atlantic 
and Pacific Coasts since 1850 (78 years). The 
R. Murphy line includes all types: Providence, 
New Haven, Boston, New York, Seattle and 
Crisfield. 


Order now. 





Illustrated catalog on 
request. 


Robert Murphy’s Sons Co. 
Ayer, Mass. 
EST. 1850 


Also makers of Sloyd, Manual 
Training, Shoe, Kitchen, Roofing, 
Paper Hangers’, etc., Knives 


















MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 





Investigate the sales possibilities of 
Master Pliers. Order from your 
jobber. 










MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 
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BRUSH-NU COMPANY , 


BALTIMORE MARYLAND \ 
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Johnny Quigley Makes Good as a 


Salesman 
(Continued from page 59) 


Will paint house, and all inside.” 

3. “Will stop and get paint tonight.” 

4. “Have bought paint from Durkee’s already.” 

5. “Trades at Durkee’s. Has cards. Likes our ser- 
vice. Just painted.” 

6. “House card, enamel, circular, will paint house, one 


| coat and inside.” 





7. “House card, circular. Enamel. Will paint house 
and wax floors. 

8. “Circular, enamel, house card. 
Used our paint and liked it.” 

9. “Circular, house card. Will paint. Have Don call.” 

10. “Circular, enamel, varnish. Bought paint.” 

11. “Circular, house card. Will paint garage. 
my first piece of-cake today !” 

Any merchant who is interested in sales will see op- 
portunities here for follow up calls. These follow ups 
were taken care of by Mr. Leard, the paint manager. 

Mr. Philips, in a recent letter, adds this chapter to the 
story of Johnny’s progress: 

“Johnny is still with us and is doing good work. We 
did not put him outside this spring owing to the fact 
that he is developing into a good inside salesman. He 
works after school and on Saturdays except when his 
‘gang’ has a baseball game, and then we are glad to 
excuse him. We would like to close the store and all go 
to these games. A boy of this kind in a force has a 
decided tendency to keep us all young.” 


May do inside job. 


Got 


Why Some People DO Buy Paint 
and Some DO NOT | 
(Continued from page 63) 


One point made in this survey is not as favorable to 


| dealers as we would like to see it; that is, the attitude of 


| We believe, are excellent trade winners. 
| vertised, a demonstration brings new people into the 


dealers toward demonstrations. Chart No. 6 is a composite 
of the answers to 528 dealers. We believe that this ought 
to show 100 per cent “very desirable.’”” Demonstrations, 
Properly ad- 


store and while there they get an idea of the stock car- 
ried by the merchant and are likely to come back. 
Demonstrations, of course, prove beneficial chiefly 
to the line being promoted but in scores of cases we 
know, merchants have traced sales in entirely unrelated 
lines to the gathering of men and women to learn how to 
use demonstrated materials. After all, it is the mer- 
chant’s object to get as many possible buyers into his 
store as he can. The difference between the percentages 
in the “Total Group” chart and the “Duco Group” 
(Chart No. 7) probably represents the educational work 


| done by the manufacturers in promoting demonstrations. 


The objective in making this investigation was to learn 
if lacquer had a place in the paint picture. The progress 
made by brushing lacquer when it was offered to the 
public was startling. Du Pont de Nemours & Co., like 
other manufacturers, wanted to know if the future Jus- 


| tified the expense and effort to build an organization to 


handle this demand. This investigation, according to 


|W. F. Donohoe, who presented it to the Advertising 


Managers, had its part in convincing the managers 0! 
that company that lacquer is to have a permanent and 


| important place in the paint picture. 
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Manufacturers Should Have One Price from 
Coast to Coast 


In HarpwarE AcE of Aug. 16 we noticed where the 
Hoover Company reduced the western prices to the level 
of the eastern price, 
right direction. 

‘We cannot see where people living west of the Rockies 
should be made to pay extra for that pleasure. In differ- 
ent advertisements the manufacturers ‘cage 
prices, then possibly in a small space they say: West 
of the Rockies so much more. We have alw ays gre to 


sell at the eastern price, or in other words the advertised | 
price that appears in large figures, even when we had to | 


reduce our profits. We trust some of the other large 
companies will follow this lead and make the one ad- 
vertised price for us all. 
(Signed) Wa. C. McGowan, 
Monrovia Hardware Co., 
Monrovia, Cal. 


Thirty Per Cent of All Retail Sales Made by One- 
Third of One Per Cent of All Retailers 


The last analysis from a door-to-door survey of 


93,000 retail and 17,000 wholesale stores of trade con- | 


east and west, showed 
business annually. 


ditions in cities, north, south, 
they did about four billion dollars’ 
A good business man who analyzed these figures makes 


the prediction that eventual failure of one-third of all | 


retail outlets in the country is inescapable, and that 


one-half of this third will pass out of the merchandis- | 


ing picture in the next few years. 

The analysis shows that out of 80,000 retailers 22,000 
sold less than $7.00 per day on an average. This 22,000 
which represents 28 per cent of the whole are doing 
only 1% per cent of the total business. 


Going into the next group of larger stores, we find | 
per cent | 


that 1814 per cent of those stores do only 3% 
of the retail business. Thus 46 per cent of the retail 
stores do only 5 per cent of the business. 


each in annual sales. Two 
In other 


more than ten million dollars 
hundred and thirteen stores do 13 per cent. 


words, 30 per cent of all retail sales are made by one- 


third of 1 per cent of all retailers. 
Thus we find that there are 266 out of 80,000 retail 
stores, whose sales average more than five million dol- 


lars each annually, while 79,734 retailers sell the re- | 


mainder, 22,000 of them selling an average of less than 
$2,000 per annum. Forty stores average more than ten 
million dollars’ sales each, while 22,000 stores average 
less than $2,000 each. 

There you are. Look these figures over and then do a 
little hard thinking. 

It reminds me of a story 

A farmer had three horses. One died and he said: 
“That's all right. 
work, and I believe it’s best.” 


The second one died. He 


which we consider a step in the | 


certain 


Turning to | 
the top group, we find 40 stores out of 80,000 retail stores | 
are doing 17 per cent of all the business, and averaging | 


I have two left, and they can do my | 
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To please the taste of those that discriminate! 





Set No. 250 F 
WITH 
COLONIAL TYPE ESCUTCHEONS 


cAND 
THE “NEW POPULAR DESIGN GLASS KNOB 


that wins admiration for its sparkling reflections ana sensational finish. 


| QDINDEPENDENTIOCKCO.D 


FITCHBURG, MASS. 














POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 





GALVANIZED STEEL WIRE CLoTH 
IncAn Grades 
Look for the tag, carrying our name, at the end of every roll! 


=) The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Kenene Clty 
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THE | BN ul 
STEPON RAISES COVER 


Sanitary Can 


Red, yellow, green, white—every housewife 
chooses her own colors. But she can’t choose a 
better sanitary can than the convenient SAVORY 
STEPON. Quick, positive, easy mechanism— 
absolutely sanitary, close fitting, odor-proof and 
leak-proof. Outside can heavy steel with solid 
bottom, japan-enameled in white or colors. In- 
side pail hot galvanized or porcelain enameled. A 
quality article that you can sell with absolute 
confidence. 


SAVORY sranp 
ASH CAN 


(PATENTED) 


Here is a can which will help free you from 
price competition. Extra heavy stock, hot gal- 
vanizing, steel tube roll rim and special bottom 
construction make this can withstand the bumps, 
misuse and rough handling that send others to 
the scrap heap in a hurry. 

These two SAVORY items are so well built that 
they practically have the quality field to them- 
selves. Write today for details. 


SAVORY, Inc. 


Dept. AJ 90 Alabama St., Buffalo, N. Y. 





Owned and 
managed by The 
Republic etal- 
ware Co. Makers 
of Quality Cook- 
ing Equipment 
for 90 Years. 


semen tn 


Be sure to see 


SAVORY Roasters % 
in the new range 
1) a O) BO) a) 
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said, “That’s the Lord’s will, and I guess it’s all right.” 
Finally the third and last one died. He said, “I guess 
that’s for the best, but I will be damned if I can see jt 
that way.” Hamp WILtIaAms,. 


How to Lose Good Customers 


Dear Mr. Soule: 

Having been a subscriber of HARDWARE AGE for 
many years, I wish to say I have always enjoyed read- 
ing same. 

Never have contributed any letters, but something 
happened today that is too good to keep; so here goes. 

A very good customer of mine called me at eleven 
o'clock the other night and requested a Hawkeye Refrig- 
erator Basket to be sent to a certain hospital where his 
wife lay critically ill. 

Early next morning I called one of our jobbers and 


| requested him to call the warehouse to be sure they had 


it in stock. He replied in the affirmative; so we placed 
the order, which was to be delivered in the afternoon, 
impressing on him the importance of prompt delivery. 

At eleven o’clock the same night the phone rang. My 
friend informed me it was not a refrigerator basket that 
arrived at the hospital, that to him it resembled a fishing 
tackle box. I got busy the next morning and phoned 
the said jobber, and they investigated it and found that 
someone had put tackle boxes in this bin, and evidently 
some stock clerk who went to night school in the day- 
time packed it up and sent it out. 

Finally the basket was delivered, much to the satis- 
faction of all parties concerned; but just such cases as 
this are what cost you good customers. 

Louis E. WEBER, 


J. G. Weber Hardware & Supply Co. 


Hitting the Bull’s Eye 


The letter in the Sept. 13 issue of HarpwarE AGE 
written by Mr. Norvell strikes a bull’s eye. The manu- 
facturers will have to decide upon the method of dis- 
tribution which they prefer. If through chain and cut- 
rate agencies, the elimination of the jobber and the re- 
tailer is certain, then what will become of the great army 
of jobbers and retailers and their employees ? 

The writer understands that the Government, through 
its Secretary of Commerce, is getting information along 
these lines and can possibly present a solution. We trust 
that in his enlarged field of activities, a solution will come 
to his practical mind. 

The writer had some correspondence with a large 
manufacturer of rubber hose. Chain and catalog houses 
were offering rubber hose at 71c., 8c. and 9c. per foot, 
and within the past ten days one of the catalog houses 
offered 50 ft. of 54 in. corrugated red hose, with a three 
year guarantee and inclusive of nozzle, for $4.20. It 1s 
this sort of competition which the retailer has got to 
meet, which he cannot do at the present pricing made by 
jobbers and other manufacturers. 
The letter of Hamp Williams also is very pertinent. 

FREDERICK NEupOoRFF. 
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No. 1001.—He Paid Rent After the 
Building Burned 


LITTLE lesson in the care needed in drawing a 

lease was administered by a case which has just 
been decided, and which I have read. By the court's 
decision a tenant was compelled to pay rent, amounting 
to $630.50, after the building he had rented and was 
occupying was completely destroyed by fire. 

The reason was a faulty lease. Had the person who 
drew the lease known what he was doing this loss 
would have been easily prevented. 

The building which figured in this case was a business 
building renting for $180.50 per month. The lease ran 
from May 15th to the following May 15th. The tenant 
paid the rent until January 15th, but refused to pay any 
more because the building was destroyed by fire on 
February 10th. It does seem as if his position was rea- 
sonable, doesn’t it? “I agreed to pay you rent for a 
building. The building, through no fault of mine, was 
destroyed, therefore you have nothing to rent.” But the 
old common law which created the original relation be- 
tween landlord and tenant, had some queer views, and the 
only way to change them is to put it in the lease. All 
that this lease had in it on this subject was the following: 

“At the end of said term or any renewal, the demised 
premises shall be delivered up without further notice in 
as good condition as at the commencement thereof, ordi- 
nary wear and tear and unavoidable damage by fire, 
tempest and lightning excepted.” 

This was all right as far as it went, but it didn’t go far 
enough. Under the old common law, if I rented a build- 
ing as tenant, and during the tenancy it was burned, | 
was compelled to rebuild it at my own expense. That 
was finally agreed by everybody to be outrageous and 
oppressive, and nowadays practically every lease you see 
binds the tenant to deliver the property back to the land- 
lord at the end of the lease in as good condition as when 
he got it, ordinary wear and tear and unavoidable fire 
damage excepted. That absolves the tenant from re- 
building, but if it is to absolve him from paying rent it 
must go further and say something like this:: ‘“Pro- 
vided, however, that if the said building shall be com- 
pletely destroyed or rendered untenantable by fire, the 
said rental shall cease as of the date thereof.” 

If the lease doesn’t contain this, the tenant will have to 
go on paying rent until the end of the lease. 

This is exactly what happened in the case I am dis- 
cussing. Read this from the decision: 

“The question presented for our consideration is 
whether the destruction of the building by fire before 
the expiration of the lease relieved the tenants from fur- 
ther liability for the payment of rent for the real estate 
for the remainder of the term. The general rule is that 
itis no defense to the claim for rent that the premises 
had been destroyed by fire and that the landlord had 
received the insurance money. The covenant that the 
demised premises shall be delivered up in as good con- 
dition as in the beginning of the term “unavoidable 
damage by fire” excepted, relieved defendants of any 
obligation to rebuild the hotel, but was no defense to 
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What child doesn’t look 
forward to the pleasure of 
receiving gifts at Christ- 
mas time? What parent 
isn’t anxious to find some- 
thing that will please the 
children? 

Arcade Cast Iron Toys 
have been nationally ad- 
vertised for years. People 
know they are attractive, 
sturdy, and educational 
toys. 

In short, Arcade Iron 
Toys are ‘‘Hardwear’’ 
Toys for Hardware Stores. 
They will draw attention 
and display effectively. 

Write us for catalog and 
further information on 
these quick turn cast iron 
and wood toys. 





















































plaintiff’s claim for rent.” 

How unfair this old relic of the common law is you 
can see from the fact that courts have decided that unless 
the lease takes care of it, the tenant must go on paying 
tent for a non-existent building, even when the landlord 
has collected full insurance for it. Imagine yourself with 
a three or five or even 10-year lease on a big business 


ARCARE =""Tayvs 
ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
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Retail Price nal 
$64.00 sold 
110 Volt 14 
60 Cycle in 
2 

G 
$ 4 months 
extra 





TheMARDO Electric Sprayer 


A portable electric air driven pump, spray gun and | 


air purifier combined which serves scores of uses, 
requires no storage tank, weighs only 45 pounds, can 
be moved anywhere, and does first-class work. 
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building, and you can see the possibilities of this partie. 
ular form of carelessness. 

Guarding against it is exceedingly simple—merely add 
a clause to the lease making the rent cease if the build. 
ing 1s destroyed or made untenable by fire. Naturally ] 
am discussing the matter from the tenant’s standpoint : 


| the landlord’s standpoint is different, though few: land- 


lords, I believe, would take advantage of it. However 
in this case there is one that did. 
“A (Copyright, September 1, 1928, by Elton J. Buckley, Esq., Counselloi-ai {1 1206 


11 Liberty Building, Broad and Chestnut Streets, Philadelphia, Pa.) 


Reminder List of Fall Merchandise 
_Used by Comfort Coal & Lumber Co. 


| hardware departments at the various branches. 


| 


] 


In great demand by mill and supply houses, service | 


etc. 


stations, garages, 


Particularly adaptable for | 


speed in tire inflation, blowing out gas lines, paint | 
spraying, cleaning away loose carbon, paint touch- | 


up, spraying top dressings, penetrating oils, etc. 


This MARDO Sprayer sold so readily that 82 Job- 
bers placed orders for it the first three months. One 
dealer sold 14 in two months. Note our other prod- 
ucts and send for literature and discounts. 






No. 8 Size 
$25.00 
Retail 


No. 4 Size 
$15.00 
Retail 


Retail Price 
$38.00 








MARDO “Mile-a-Minute” 
GRINDER 


DEMCO 





MARDO 4 Point Drill Press Vise 





INC. 


105-15 S. Calvert St. Baltimore, Md. 








VERY practical and profitable idea is brought out 

in the Sept. 14 issue of “The Coo-Coo!” an inter- 
esting mimeographed house organ published by the Com- 
fort Coal & Lumber Co., Hackensack, N. J. This con- 
cern has several branch offices and maintains good sized 
In this 
issue are listed a representative assortment of items which 
have a particular fall season appeal. Here is the list: 


Ash Cans 

Oil Heaters 
l‘urnace Pipe 
Stove Pipe Enamels 
Stove Polish 
Bridge Lamps 
Card Tables 
Fern Stands 
Electric Bulbs 
Ash Sifters 
Fruit Presses 
Stove Boards 


Ironing Board Covers 
l-urnace Cement 
Furnace Scoops 
Furnace Pokers 
Kraut Cutters 
3read Makers 
Carpet Sweepers 
Snow Pushers 
Rubbish Burners 
Electric Toasters 
Electric Irons 
Electric Percolators 
Curtain Stretchers Electric Heaters 
[Ironing Tables Floor Waxers. 
Fall housecleaning needs of all kinds. 


Hardware merchants would do well to reproduce this 
list, or one like it, in their newspaper or direct mail ad- 
vertising. With an inviting heading such as: “Do You 
Need Any of These Items,’ many sales should be made. 


New Fairbanks-Morse Precision Scale 


The new precision counter scale manufactured by Fairbanks, 
Morse & Co., 900 S. Wabash Ave., Chicago, IIl., indicates over 
and underweight to within 1/32 of an ounce, and is built with 
various combinations of plates, pans and scoops. 


3] 





These scales consist of a plate for the weights, a pointer for 
showing the balance, and a plate, rack, open scoop or a funnel 
scoop for the commodity to be weighed. The swing of the 
pointer is graduated by quarter ounces up to 1 oz. and a 1/32 
of an ounce variation shows up very clearly. Speedy operation 
is secured by the dead stop action of the pointer. Agate bear- 
ings are provided throughout, and the knife-edge pivots are 
made of hardened tool steel. The finish is either white enamel 
or gold bronze, both with nickel plated trimmings. 




















What Is the Chamber of Commerce? 


\ll over the world, wherever business is done, the 
Chamber of Commerce is in evidence. It is a voluntary 
organization of business men. The objective of the 
Chamber of Commerce is business, material things. It 
engages in the civic, the social and the cultural, for the 
sole reason that business is affected by those considera- 
tions. 

The mainspring of all material progress is individual 
initiative, private enterprise. The Chamber provides for 
individual initiative and enlarges opportunity for its 
exercise. It assists private enterprise with a service 
which private enterprise cannot or does not provide for 
itself. The accomplishments of the chamber are not the 
result of private enterprise ; they are the result of group 
enterprise. 

The Chamber of Commerce is a fixture in business 
life for the sole reason thé j ; 
circulated by the Denver Chamber of Commerce. 





Bolts, Too, Respond to Display 


“You can’t tell me that window display won't sell 
merchandise,” said a hardware dealer at a recent local 
association meeting. ‘We decided to make a window 
display of bolts. We broke open several packages and 
arranged the bolts in an attractive manner on the win- 
dow floor. Each size and style was shown in the dis- 
play. 
“Say, we were kept busy for the entire week and 
even after the window had been rearranged, supplying 
bolts in all quantities. We sold more bolts from that 
little display than we had ever sold in a like period of 
time.” 

This incident is typical of experiences of other hard- 
ware dealers. Display your ‘goods if you would sell 
them! 


Atkins Plastering Trowel Counter Display 


E. C. Atkins & Co., of Indianapolis, Ind., has produced for 
dealers an attractive counter display featuring their “Camel 
Back” Plastering Trowel No. 3. It is done in modernist style, 
six attractive colors. 

It also features Mr. Happy Man, an advertising character, as 


ATKINS 





a plasterer and cement worker, and depicts a man thoroughly 
pleased with his purchase of an Atkins trowel. 

The counter display is very simple and easy to open. Dealers 
can sell direct from this counter display or use it as a center- 
Piece in their windows. 
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MORSE 
High Speed 


and Carbon 
Taps, 

Dies and 

Kindred 
Tools 


are 
always 
of the same 


Uniform 
Quality 


Your 
Customers 
can count 

on their 
Accuracy 
and 
Dependability 

every time 


Build 
Trade 
With Tools 
that 
Hold It 





TWIST DRILL 8 MACHINECO. 


NEW BEDFORD ,MASS.U.S 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. 


contemporary puts it: 


Asa 


“Some of them 


have been copied, the rest will be.” 








Comedian: “Look here, I object to go- 
ing on right after that monkey act.” 

Manager: “You're right. They 
think it’s an encore!” 


may 


Wife: “Oh, John, I’ve discovered that 
the woman next door has a hat like mine.” 

Hub: “Now, I suppose, you'll want me 
to pay for a new one.” 

Wife: ‘Well, dear, that would be cheaper 
than moving.” 


Eloping Bride: “Here’s a telegram from 
papa!” 

Bridegroom (eagerly): “What does he 
say?” 

sride: 
be forgiven.’ 


“To not ccme home and all will 


” 


How did you like Venice? 
Only stayed a few days, the confounded 
place was flooded. 


The Irate Father: “I can see right 
through that chorus girl’s intrigue, young 
man.” 

The Lovesick Son: “I know, dad, but 
they all dress that way nowadays.” 


“See here,” the Indian inspector declared, 
“it is a violation of the law now to have 
more than one wife, and the law must be 
obeyed. When you get back home you tell 
all of your wives, except one, that they can 
no longer look upon you as their husband.” 

“You tell ’em,” suggested the Indian 
after a moment’s reflection. 


| he gets home at 2 a. m. 








He was an observant little chap. 
he said, “Uncle Joe is going to be married 
Friday, isn’t he?” 

“Yes, son. Uncle Joe has only three 
more days to wait.” 

The little boy sighed. 
days,” he said, “they give them everything 
to eat they ask for, don’t they, pa?” 


Waitress: “Tea or Coffee?” 

Patron: “Coffee, without cream.” 

Waitress: “You'll have to take it with- 
out milk. We have no cream.” 


Medium: “The spirit of your wife is 
here now. Do you wish to speak to her 
through me?” 

Interviewer: “Yes. 
put my winter underwear.”—Porcelitems. 


“Why did you strike the telegraph op- 
erator?” the judge asked the negro. 

“Well, yo’ honor,” said the culprit, “I 
hands him a telegram for my girl an’ he 
starts readin’ it. So I just nachully up 
an’ hands him one.” 


Customer: “I want to return this book | 
bought, “Stories for All Occasions.’ ”’ 


“Pa; 3 


“The last three 


First Flapper: “I wouldn't wear a one- 
piece bathing suit; they are tco immodest.” 

Second Ditto: “I haven’t much of a 
shape, either.” 


| “Nature,” explained the philosopher, “al- 
ways tries to make compensation. For in- 
stance, if one eye is lost, the sight of the 
| other becomes stronger, and if a person 
| grows deaf in one ear, the learning of the 
| other becomes more acute.” 

| “Faith,” said Pat, “and I believe you're 
| right, for I’ve noticed that when a man 
| has one leg shorter, the other is always 
| longer.” 


Ask her where she 








Bookseller : “What's the matter with it?” | 


Customer: “It’s a fake! There’s noth- 
ing there for a man to tell his wife when 


St. Peter was iftterviewing the fair dam- 
sel at the pearly gate. “Did you, while on 
earth,” he asked, “indulge in necking, pet- 


| ting, smoking, drinking or dancing?” 


“Never’” she retorted, emphatically. 
“Then why haven’t you reported here 


sooner?” said Pete. “You've been.dead a 


| . ” 
long time! 


Minister: “My friend, keep the com- 


| mandments and you will lead a good life.” 


His Friend: “Nope, Parson, I don't 
have any trouble with the commandments. 
It’s the amendments that I can’t keep.” 


Chicago Cop: “What’ve you got in that 
car?” 

Gangster: “Nothin’ but beoze, officer.” 

Cop: “I beg your pardon—I thought it 
might be history books.” 


Tourist : “But what do you do here when 
you're lonely?” 

Mountaineer: “Oh, I shoot at ol’ Bill 
Scroggins down in the valley.” 


Madam (to Chinese man-servant) : “Af- 
ter this, when you enter my bedroom, please 
knock. I might be dressing.” 

Chinaman: “Me don’t need knock. 
allays lookee in kleehole first.” 


Me 











Sam (at marriage license bureau): “Ah 

wants a license.” 
| Clerk: “Certainly. 
elect?” 

Sam: “What you-all mean, bride-elect ? 
Dey warn’t no ‘lection a-tall. De lady 
done appoint herself to de office at mah 

| own pussonal request.” 


Where is the bride 


Jack: “I hear your wife drives your car 
all over now.” 
George: “Righto—sidewalks and all. 





